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ABSTRACT 
The positive benefits of customer relationship management (CRM) for companies have 
generally not been contested, but can only be realized if customers are willing to 
engage in long-term relationships (Berry, 2000; Sheth and Parvatiyar, 1995) and to 
perceive them as valuable Most research on CRM has been conceptual and focused 
on company benefits, whereas research from the customer's perspective has been scarce 
(Singh and Sirdeshmukh, 2000). 
Assessing a relationship is also important because of the nature of commitment in 
relationship marketing. Relationships represent far higher levels of commitment than 
do traditional marketing programmes. Yet Berry (1995) noted that the characteristics of 
successful/unsuccessful relationship marketing programmes have not been fially 
identified. If relationship research is to explore methods of enhancing, maintaining, and 
deepening relationships, an important step is to identify the variables which can be used 
to assess the success of a relationship. His paper proposes to explore the issue of 
evaluating relationships to provide insight into potential methods for diagnosing the 
health of a relationship. The authors argue that satisfaction and/or quality, as currently 
conceptualized, are not sufficient diagnostic tools, certainly not sufficient when only 
one relationship partner's outcomes are assessed. The argument is made that neither 
satisfaction nor quality captures all the relevant dimensions needed to effectively 
evaluate a relationship. Measuring the strength of relationship therefore becomes 
relevant. 
In measuring the strength of relationships between service provider and customers, 
mostly behavioural indicators (e.g. length of the relationship, recency, frequency or 
monetary value) for that strength are used. However, the strength of a relationship can 
be derived only partly from behavioural variables, since they only give an indication. 
A good customer is a customer who contributes a relatively large share to the return of 
the organization within a certain period which in particular can be derived from the 
behavioral variables in the database. 
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The quality or strength of a relationship on the other hand is determined by customer 
perceptions So a strong relationship is a relationship that is perceived as such by the 
customer This depends on the attitude of the customer towards the relationship, which 
cannot be derived from the database. Mainly primary research is required to find out 
how customers perceive their relationship with the supplier. Thus the actual behaviour 
concept may differ from their own perceptions of relationship strength. 
Moreover as pointed out in the literature, far less research has been done which 
examines the consequences of forming a service relationship and the process through 
which relationships change. Since both process and outcome are important, this work 
looks at both and in the process distinguishes between relationship quality and 
relationship strength. The view of evaluation process is taken in studying the 
relationship quality. 
Most of the research in CRM still tends to focus on satisfaction or quality as the 
principal measures of relationship outcome, the same which are used to evaluate non-
relationship outcomes. Measurement of service quality and customer satisfaction are 
necessary but not sufficient to fully evaluate a service relationship. From the brief 
overview of the service relationship literature above, additional dimensions have been 
identified which should be included in any attempt to assess the health of a service 
relationship. 
Need, Rationale and Research objective of the present study 
Assessing a relationship is important because of the nature of commitment in 
relationship marketing. The rationale of the study is primarily the fact that either 
relationships so far have been understood more from the company's perspective and 
less from customer's perspective. This work looks at the building strong customer 
relationships exclusively from the customer's perspective. 
This study aims at understanding the determinants of relationship strength for different 
segments. This rationale is in complete accordance with the learning that an effective 
CRM strategy starts with segmentation based on what different groups value and what 
will make them loyal. 
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Through the selection of variables, the work tries to examine primarily four types of 
bonds viz:-
1 Economic bonds through the variable Perceived switching cost (these bonds 
can be managed by the company) 
2. Continuation bonds through the variable long term expectations 
3. Ideological bonds through the use of the variable shared values and 
4. Psychological bonds through the use of variables such as Trust, Commitment, 
Research Objective of the Study 
The research objectives of the study are delineated below:-
• To identify the antecedents of relationship strength 
• To examine the linkages between the variables used in the framework 
• To validate the hypothesis that variables other than customer satisfaction are 
equally important in explaining relationship strength. 
Proposed Research Model 
The conceptual framework for this study is derived from theories and postulates in 
previous research. Figure 1 outlines the framework and the hypothesized relationships. 
As conceptualized, the framework applies to one consumer, despite the use of a sample 
of multiple consumers in conducting the analysis to be described later. Each 
relationship shown in the figure corresponds with an objective of the study 
The research model proposed in this work tries to examine loyalty purely from a 
customer's perspective. Since customer's loyalty linked behavior is heavily dependent 
on moments of interaction the proposed research model tries to incorporate variables 
which cast their influence both directly and indirectly. 
It is hypothesised that relationship strength determines loyalty related behavior, and in 
its turn, relationship strength depends upon the existence of satisfaction, trust and 
commitment in the relationship. However the marketing literature is replete with 
evidence of the manner in which Relationship strength has been defined and its 
antecedents have been developed. Largely the literature talks about two main 
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antecedents viz. Attitudinal and Behavioural.The determinants of these components 
suggested in the model are given below :-
Number of brands used 
Recency 
Frequency 
Monetary 
Length of relationship 
Relationship 
Strength 
Relationship 
Commitment 
Trust 
Customer Satisfaction 
Pibduct 
Qualitv 
Figure 1: The Proposed Research Model 
Perceived 
Switching 
Costs 
Shared 
values Long term 
expectations 
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Figure 1 presents a model of relationship strength. Perceived switching costs ,service 
and product quality, satisfaction, long term expectations, trust and relationship 
commitment of the customer are modeled as determinants of the attitudinal component 
to relationship strength. 
Variables which are directly affecting the moments of interaction include product and 
service quality attributes and the associated satisfaction with it. Understanding and 
improving product attributes is important and is a critical undertaking for organisations. 
However, when an organisation's focus stops at an attribute perspective and fails to 
consider the upper levels of the value hierarchy, that is where difficulties and failures 
lie 
In addition, the trust and commitment factors exhibited by the service providers are also 
taken into consideration. The linkage between relationship strength and loyalty is 
supported by research which indicates that relationship strength and loyalty are closely 
related (Storbacka, et al., 1995).The contention is that a measure of these variables 
should then have a better predicative ability than mere service qualify derived 
satisfaction perceptions. Storbacka et al. (1995) proposed an alternate model explaining 
the customer relationship profitability in the long term. They proposed that perceived 
values (as measured by SERVQUAL type instruments) contribute satisfaction, which 
along with commitments and trust, together determine relationship strength 
Operationalization of variables used in the Baseline Model 
Attitudinal Component 
The measure of perceived service quality were drawn from the shortened SERVQUAL 
version(Parasuraman,Zeithaml and Berry 1988,Teas 1993) but only perception of 
service quality measures were used. As mentioned by Zeithaml, Berry and 
Parasuraman 1996,the perception only operationalization is adequate if the major 
purpose of measuring service quality is to explain the variance in dependent 
constructs(as opposed to accurately diagnosing service shortfalls) Thus we do not 
claim that our measures are appropriate if the purpose ids to comprehensively measure 
or benchmark service quality. Overall satisfaction were measured by three strongly 
agree-strongly disagree scales taken from Oliver (1980). 
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Trust is defined in terms of sharing of goals and values. It is a consequence of 
interdependence, due to a stable customer experience of expectations being exceeded, 
and of being provided the best value by the existing firm, so that switching is not seen 
as a better option. Rather, helping the firm to improve its performance by working 
together on mutual needs seems a better option (sharing of goals).Trust will typically 
address integrity, reliability and confidence of the service provider(Cognitive ) as also 
the ability to forge social bonding.(Affective). Trust measurements (encompassing four 
scales that tap honesty, integrity, reliability/ dependability, responsibility and 
motives/intention ere based on Smith and Barclay (1997). 
Commitment is defined as the parties' intentions to act and their attitude towards 
interacting with each other. Loyalty can occur with three different types of 
commitment, positive, negative or no commitment. A negatively committed customer 
shows a negative attitude but might still buy repeatedly because of bonds. This also 
means that customer loyalty is not always based on a positive attitude, and long-term 
relationships do not necessarily require positive commitment from the customers. This 
distinction is important as it challenges the idea that customer satisfaction (the attitude) 
leads to long-lasting relationships (the behaviour).Commitment is an implicit or explicit 
pledge of relational continuity(01iver 1999) and the need for customer participation in 
service delivery makes, the concept of commitment especially relevant in service 
industries(Kelley and Davis 1994,White and Schneider 2000). 
In order to bring out the differences between positive and negative commitment, the 
study has tried to distinguish commitment into two types viz. positive (Affective ) and 
negative (Continuance) commitment. 
Behavioural Component 
From the behavioural point of view indicators like length of the relafionship, recency, 
frequency, monetary value and regularity are used most often to get an idea of 
relationship strength. Another behavioral indicator could be whether the customer 
simuhaneously uses also competing companies or only uses company X (Liljander and 
Strandvik 1994). In other words, is the customer single brand loyal or is she multi 
brand loyal. 
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Rationale for selecting the industry 
The study focuses on two industries viz. Airlines and Passenger Car Industry . Since 
this study is industry specific, it is pertinent to first mention the industries this study 
will focus on. Industries have been identified as forming the two ends of tangibility-
intangibility continuum as suggested by Lovelock. Tangibility dominant industry in 
this study will be Passenger car whereas airlines will represent the industry with a 
considerably high level of intangibility. 
In comparing airlines to automobiles, one sees obvious similarities. The element of 
transportation is common to both .Yet in spite of their similarities, the two entities are 
not the same, either in configuration or in marketing implications. In some ways, airline 
travel and automobiles are mirror opposites. A car is a physical possession that renders 
a service. Airline travel on the other hand, cannot be physically possessed. It can only 
be experienced. Furthermore, the reason for choosing Airline Industry was motivated 
because airline sector has been an early adopter of contemporary relationship marketing 
strategies. The characteristics of the product offered by airlines have lent themselves to 
a relationship marketing approach, with a small number of high value transactions, for 
which customer details are routinely recorded for a variety of promotional, accounting 
and operational reasons. 
Also relationship strength would be expected to be affected by the extent of contact 
between the customer and service worker. Thus airlines has been chosen as one 
industry for the exclusive service domain, passenger car industry has been chosen 
because of the inherent similarities (both fall in the transportation industry) and 
differences(while airlines is predominantly intangible. Passenger car industry is 
predominantly tangible with supporting services. Since the extent of contact in case of 
passenger car industry largely emanates from the supporting services, it has been 
extensively covered in the study. 
Our study has excluded prospects and has looked at exclusively customers who have 
made atleast one purchase. Furthurmore it must be acknowledged that amidst the 
similarities, the differences also point to the fact that how the different industry 
dynamics impact the process and outcome of relationships. 
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In other words, which variable impacts the quality and strength of customer 
relationship in each of the two industries needs to be elaborated and the differences ( or 
absence of it) needs to be clearly established. 
Research Design 
This research is quantitative research for both the sectors. The population for this 
research was air travelers in any of the three domestic airlines viz. Jet, Air Sahara and 
Indian Airlines. A systematic sample of airline travelers which was generated from the 
list provided by the travel agents was used for the survey. The research variables for 
the Airlines Sector are Relationship Strength, Service Quality, Satisfaction, Trust, 
Relationship Commitment, Shared Values, Long term expectations and Perceived 
Switching cost. 
With the 42 items for the determinants of relationship strength characteristics for the 
Airlines Industry , a minimum sample size of 210 was required and a more acceptable 
sample size of 420 in accordance with the recommendation of Hair et al 1998. The 
sample size for the study was chosen in between this range. Furthermore to account 
for some missing cases as also errors due to various biases like that of respondent or 
interviewer, the target sample size chosen was 292. The flow chart above describes the 
progression and final sample selection of 292. In case of the Passenger Car Industry, in 
all there were nine variables with the addition of Product quality besides the eight 
variables used in this study for the Airlines sector. However the total number of items 
counted to 44 and therefore a minimum desirable size of 220 was desirable. As in the 
case of Airlines, the target sample size was set at 315 based on the data access of the 
respondent as also accounting for the missing cases and biases linked to that of 
respondent or interviewer. The population for the Passenger Car Industry was anybody 
who owned and of the three brands (company as a brand) of cars viz. Maruti, Hyundai 
and Tata A systematic sampling of car owners was carried out from the list given by 
dealers. 
The research instrument used was a structured questionnaire which included closed 
ended questions. The questionnaire was divided in Part A and Part B. Part A contained 
questions both on the behavioural component (the first four questions pertained to the 
brand preferences, recency, brand normally used and length of the relationship). The 
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remaining portion of Part A comprised of statements (Likert Scale) of agree-disagree 
on a 5 point scale which was intended to assess the impact of the seven independent 
variables (In case of Airlines Sector) and eigth independent variables (in case of 
Passenger Car Industry) on the dependent variable ,relationship strength. Part B 
constituted questions largely emphasizing on the consumer demographics besides 
considering the aspects of frequency of travel and frequent flier programme 
membership status. (Relevant only for the Airline Industry). 
The researcher's questionnaire for the Airlines Industry in Part A starts with the 
respondent's preferred airline service provider. And then moves on to discuss the 
brand used most recently and normally. The next question discusses the duration of the 
usage of service by the respondent. The eighth attitudinal variables are then included in 
the questionnaire. The first variable discussed is relationship strength. It is described 
with five itemized statements. The response to these statements will be on a 5 point 
likert scale . 
Part B constituted 6 questions largely emphasizing on the consumer demographics 
besides considering the aspects of frequency of travel and frequent flier programme 
membership status. (Relevant only for the Airline Industry). In particular, it had 
questions on Gender, Occupation whether business or service. Frequency of travel in a 
year (whether once, two to five times, six to 10 times or 10 to 20 times or greater than 
20), whether you travel in business or economy class and purpose of traveling whether 
it is business, leisure or combining business and leisureas also whether the respondent 
is a member of the frequent flier programme. 
A structured questionnaire was developed to collect data on the variables in this Sector 
The final version of the instrument is in Appendix B. All the questions in the 
questionnaire were closed ended. In all , there were 13 questions in Part A and 5 
questions in Part B. In Part A, the first four questions were pertaining to the brand 
preference, brand ownership, length of relationship and whether the respondent uses 
the authorized service centres. The remaining 9 questions were pertaining to the 9 
attitudinal variables namely Relationship Strength, Product quality. Service Quality, 
Satisfaction, Trust, Relationship Commitment, Shared Values, Long term expectations 
and Perceived Switching cost. 
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In Part B, there were five questions included describing the demographics such as 
gender. Occupation, Monthly salary, average mileage per week and multiple cars 
ownership 
Comparison of the Two Sectors 
Comparing the two sectors has revealed the similarities and differences that seem to 
have prevailed when evaluating both the behavioural and attitudinal variables in 
addition to the demographic variables Combining the data for the two sectors reveals 
an overwhelmingly higher percentage of males than females who are single brand 
loyalists. However as regards their performance on the attitudinal variables, in case of 
the Airlines Sector, female customers have demonstrated a higher agreeability than 
males on Relationship strength whereas it is vice versa for males with respect to the 
car industry. 
Thus the inference one draws is the gap in the performance of behavioural and 
attitudinal variables for males and females where the pattern of the two variables 
moving in tandem seem to reflect in case of customers for the car industry but not so 
for the customers of the airline industry. The implication of this finding for the 
marketer is to ensure that the chain from building strong attitudes manifesting in 
behaviour should remain smooth across the two gender categories for true loyalty to 
be achieved in contrast to spurious loyalty which is manifested only in higher levels of 
behaviour 
The difference between the two sectors is evident in case of occupation as the variable. 
In case of Airline customers, those whose occupation is business have reported 
moderately higher single brand loyalty than service class. However in case of Car 
industry customers, an overwhelming majority (61%) have a service occupation 
background as against 39 % for the business class. In case of duration, the highest 
percentage for Airline customers is for the category pertaining to '1-3 years' (48.2) 
whereas the highest concentration in case of car industry is for the category 'greater 
than 3 years'. In the light of these findings, Marketer representing the airline sector will 
have to ensure higher levels of sustainable single brand loyalty for the business class by 
treating this as an important segment and customizing their marketing communication 
efforts to cater to the demands of this segment. The same logic holds true for reaching 
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out to the service class where initiatives from the companies have to consider the 
options desirable and attractive for this class. 
Increasing the duration of relationship to more than three years is observed to impact 
the single brand loyalists of car industry. One Way Anova was carried out on all the 
attitudinal variables with the grouping variable as the duration of relationship 
establishes the inclusion of only customer satisfaction whose means have proven to be 
statistically different for all these four categories. The mean value is seen to be highest 
for the category greater than three years. Thus companies can take a cue from this 
finding and devise strategies in such a way that this fact can be reinforced and that the 
longer the stay, the more advantage can be enjoyed for both the company and the 
customer. In order to achieve desirable results with length of relationship, reliance on 
customer satisfaction is adequate and dependence on higher level attitudinal variables is 
not evident as per the findings of the study. 
In case of airline industry, the challenge is for companies to identify and nurture such 
single brand loyalists within the three years period and help in first building higher 
order attitudinal variables so that it results in life long association with the company 
notwithstanding the realization that Relationship Strength has remained unaffected by 
the increase in duration of relationship. Mean value of Trust and Perceived switching 
cost have emerged as different for the Airlines Industry with duration as the grouping 
variable where Mean value is observed to be highest for both trust and perceived 
switching cost for category greater than 3 years. Thus the role of these two variables 
will be paramount for the airlines industry. 
Comparing the loyalists with the non loyalists for the two sectors, means of all the eight 
attitudinal variables have emerged as statistically significant in explaining the 
differences between these two groups. This confirms the distinct characteristics 
exhibited by the two groups. On all these variables, loyal group members have 
exhibited a higher mean than the disloyal members. 
Furthermore for the Airlines Industry based on the mean value analysis of its variables 
for both the groups, one finds that for the overall sample, the maximum mean value is 
for trust followed by service quality and satisfaction, for the loyal group, highest mean 
value is demonstrated for satisfaction ,service quality and then trust . In case of the 
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Passenger Car Industry , the maximum mean value is for trust followed by product 
quality and satisfaction, for the loyal group, highest mean value is demonstrated for 
product quality followed by trust and then service quality. 
The results of the correlation coefficient are a pointer to the importance placed to the 
attitudinal variables when observed in consonance with relationship strength. For both 
the sectors, customer satisfaction attains the highest ranking. The second and third 
ranking is contested and the positions interchanged for the two sectors between long 
term expectations and trust. In case of Airlines, it is long term expectations followed 
by trust whereas in case of car industry, it is vice versa. Further, for airline customers, 
next important variable is shared values followed by commitment whereas for car 
industry, it is commitment followed by shared values. The role of trust and 
commitment emerges stronger for car as against airline industry. The results of 
correlation are further substantiated by examining the standardized beta coefficients 
obtained by fitting multiple regression on both the sectors. The similarities are seen by 
the presence of customer satisfaction and trust. The results clearly highlights the role 
of both trust and commitment for the car industry (including long term expectations and 
shared values) whereas it is exhibited by only trust in case of airline industry. 
In case of the attitudinal variables, the first similarity is the confirmation of the line of 
thinking that variables other than customer satisfaction have become important in 
strengthening relationships with companies. Thus companies in both the sectors will 
have to look beyond just achieving higher levels of customer satisfaction. 
Of special significance is the marked difference which seem to suggest that the process 
of building up relationship strength will require a different approach for the two sectors. 
There is no difference in the means of relationship strength for the two sectors which 
further corroborates the fact that what will therefore matter will be the way higher 
levels of relationship can be achieved. 
The researcher has tried to examine the contention that higher order attitudinal 
variables are more important for airlines than car industry. The basis of this contention 
is the fact that with higher levels of intangibility, the reliance on higher level 
attitudinal variables increases. 
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The results of this study disapproves this contention . The role of 'trust' as the higher 
order attitudinal variable is seen to be important for both the sectors. But it is the role 
of 'commitment' where there are differences between the two sectors. 'Commitment', 
both continuance and affective is observed to play an important role in the case of car 
industry This fact is proven by examining the results of multiple regression. However, 
the role of commitment does not prove to be statistically significant in case of airlines 
industry. Furthermore even in case of analyzing correlation results, commitment is seen 
to be placed higher in ranking than in case of airlines industry. The role of 
'commitment' is observed to be seen only as one of the strong discriminating variables 
between loyal and disloyal group as also when the level of customer satisfaction is 
reported to be very high (greater than four). 
It appears plausible that since the car customer who is single brand loyal remains with 
the company for a longer time as compared with airline customers, the role of 
commitment seems to have starting surfacing although the impact is seen to be 
marginal but significant. Thus in drawing comparison between the two sectors, while 
for both, trust building initiatives will play an important role, the challenge in case of 
single brand loyalists for the car industry is to escalate the psychological bonds to the 
level of commitment building. 
In case of the Airline industry, the role of duration of relationship will appear to be 
significant only when it is resulting in commensurate efforts made to improve levels of 
trust and perceived switching costs .Also the role of commitment appears to have an 
impact on relationship strength only with substantially higher levels of customer 
satisfaction. This finding has strategic implication in the sense of ensuring that the 
subset of customers who have reported customer satisfaction levels greater than four 
also remain strongly committed customers demonstrating substantially higher levels of 
commitment in general and affective commitment in particular. The role of trust in 
reflecting such higher levels of commitment will be crucial. 
Implication for Companies 
This subsection discusses the brand level resuhs as well so as to suggest to companies 
ways of improving the strength with the desired profile of customers. Thus this section 
will move to discussing company specific strategies as distinct from a generic industry 
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specific strategy suggested above. The six companies which are included in the study 
are Jet Airways, Indian Airlines and Air Sahara for the Airlines Sector and Maruti, 
Hyundai and Tata for the Passenger Car Industry. 
Furthermore to study the role of attitudinal variables in influencing the process and 
outcome of developing strong relationships, the attitudinal variables covered in the 
study have been regrouped into two broad categories, viz lower and higher order 
variables The higher order attitudinal variables are further classified under four types 
of bonds namely economic, continuation, ideological and psychological . 
The variables included in these two groups are as under:-
Lower order attitudinal variables: Service quality, customer satisfaction and product 
quality (Relevant only for Maruti, Hyundai and Tata). 
Higher order attitudinal variables: Economic bonds (includes Perceived switching 
costs). Continuation bonds (includes Long term expectations). Ideological bonds 
(includes shared values) and Psychological bonds (includes trust and commitment). 
Brand specific discussion on the three participating brands for the 
Airlines sector 
Means of relationship strength and of customer satisfaction are statistically different for 
three service providers. Mean of relationship strength is the highest (3.73) whose brand 
choice is Jet Airways followed by Air Sahara at 3.65 and Indian Airlines at 3.58 The 
same trend is evident for customer satisfaction with the mean value (3.94) highest for 
Jet airways followed by air Sahara at 3.70 and Indian airlines at 3.58. 
Jet Airways 
Customers who have demonstrated single brand loyalty for Jet Airways have been 
either using their services for the last two-three years (28.2%) or have used it for 
greater than 3 years (25.6%). Thus the association has been 2 years and more for 53% 
of such customers of Jet Airways who are exclusively loyal to Jet Airways. 
Another very interesting insight that was observed from the data was that for JET 
Airways customers who are single brand loyal, 64.1% of them are not members of their 
frequent flier program .Further to that, the means of three attitudinal variables emerged 
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to be statistically different for members vis-a-vis non members. These are Service 
quality. Long term expectations and Relationship strength. Another set of independent 
groups classified on the basis of business and economy class was also examined for Jet 
airways. The means that were found to be different included Satisfaction, Service 
quality. Shared Values, Long term expectations and Perceived Switching Costs. 
Results of Multiple regression with relationship strength as the dependent variable also 
reveals the contribution of some of the attitudinal variables which have emerged as 
statistically significant. For the data set pertaining to Jet Airways, only four have 
emerged significant which are satisfaction, service quality, commitment and long term 
expectations (relative order of importance). Explaining the differentiating power 
between the loyal versus the disloyal group for Jet Airways, commitment followed by 
satisfaction are the two variables which have emerged powerful in their discriminating 
power for the two groups of customers. 
Thus Jet Airways has to place importance to customer satisfaction and service quality 
in order to improve the levels of relationship strength. But the role of higher order 
attitudinal variables become paramount as evident from the presence of commitment 
and long term expectations. Also Jet Airways need to restructure its frequent flier 
programme so that it actually results in higher single brand loyalty. This fact is 
reinforced because long term expectations is also one of the statistically significant 
variable that has emerged in the study to influence relationship strength To begin with, 
they can look at the subset of customers who have been with them for more than 2 
years and offer them benefits which actually reflect in their behaviour For this subset, 
priority can be placed to those customers whose means of relationship strength are 
considerably higher. 
Furthermore Jet Airways needs to shape up its offering and communication so as to 
improve the occurrence of psychological bonds (commitment both for increasing the 
level of relationship strength and as the strong distinguishing variable in discriminating 
loyal and disloyal group). The power of discriminating loyal and disloyal group is 
heavily relied on commitment for Jet Airways .Incidentally Jet Airways is the only 
service provider out of the three brands studied by the researcher which has a higher 
order attitudinal variable to discriminate between loyal and disloyal group. 
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Indian airlines 
Majority of the Customers who have demonstrated single brand loyalty for Indian 
Airlines have been using their services for greater than three years (63.6%) or have 
been using for the last two-three years (13.6 %) Thus the association has been 3 years 
and more for 63.6 % of such customers of Indian Airlines who are exclusively loyal to 
Indian Airlines. 59.1 % of such customers are males and 40.9% are females. Our 
sample suggests that the occupational profile of such customers is more favourably 
inclined for business class (54.5%) and less for the service class. (45.5%).The 
frequency of using Indian Airlines services for these customers is either 6-10 times in a 
year (25 0%) or 2-5 times in a year (54.5%). 59%) of such customers travel by 
economy class and the remaining 41% in business class. Most of them travel for the 
purpose of business (61.4%) or combining business and leisure (27.3%). 
Another very interesting insight that was observed from the data was that for Indian 
Airlines, customers who are single brand loyal, 56.8%) of them are not members of their 
frequent flier program .Furthermore those customers of Indian airlines whose rating of 
customer satisfaction is greater than 4, demonstrated a high correlation between 
relationship strength and shared values which was positive and statistically significant 
as well. This lends credence to our belief that completely satisfied customers of Indian 
Airlines have a strong sense of shared values with this service provider and higher this 
realization, more is their relationship bonding with the service provider. 
Analyzing Multiple regression results for the data set pertaining to Indian airlines, only 
two have emerged significant which are service quality and shared values (relative 
order of importance). For Indian Airlines customers, the only powerftil variables for 
explaining the discriminating power between the two groups remains service quality 
Thus for Indian Airlines, both correlation for those customers who have reported 
customer satisfaction greater than four and multiple regression have reinforced the 
strong link between relationship strength and shared values. This lends credence to our 
belief that completely satisfied customers of Indian Airlines have a strong sense of 
shared values with this service provider and higher this realization, more is their 
relationship bonding with the service provider. Furthermore, for Indian Airlines 
customers, the only powerful variables for explaining the discriminating power 
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between the two groups remains service quality. Thus one can presume that while the 
older generation still gives importance to shared values, it is perhaps the younger 
generation which has started also preferring this airline and are therefore focusing on 
service quality as the sole discriminating factor. However this fact needs to be 
corroborated by further research as in this study, age of the respondent is not 
considered as the variable and is therefore one of the limitations of the study. 
Air Sahara 
For customers who refer Air Sahara, the study establishes the role of economic 
bonds(Perceived Switching cost) which have proven to be powerllil and statistically 
significant. For customers of Air Sahara, economic bonds are even more important than 
service quality as revealed by the value of the coefficients. It is perhaps a reflection of 
this realization that the highest percentage of single brand loyalists out of those who 
are members of frequent flier members programme happen to be customers of Air 
Sahara. Moreover, in case of Air Sahara, it is the role of satisfaction followed by 
service quality which is observed in establishing a strong explanatory power in bringing 
out the differences between the loyal and the disloyal group. Thus, the lessons that can 
be learnt for the company is to continuously strive towards improving customer 
satisfaction and service quality . Adding to this , the company will have to work on 
building stronger levels of psychological, ideological and economic bonds by reaching 
out to customers with higher levels of commitment and targeting them through the 
loyalty programme as significant difference in means have emerged in case of three 
variables (Shared Values, perceived Switching Costs and Commitment) for the group 
being members vis-a-vis non members of Air Sahara .Needless to say, they will have to 
maintain higher levels of customer satisfaction and service quality. 
Brand specific discussion on the three participating brands for the 
Passenger Car sector 
Mean of relationship strength is the highest (3.53)for those who own Maruti followed 
by 2.86 for Hyundai owners and 2.56 for Tatas. It is thus very clearly evident that 
those who are exclusively loyal to Maruti have demonstrated a very high agreeability 
towards the brand and differs significantly from the other two brands under 
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consideration. Also Mean of product quality has proven to be statistically different for 
such customers It is highest (3.70) for those who own Maruti followed by 3.18 for 
Hyundai owners and 2.68 for Tatas . 
Maruti 
The study highlights that those who own two cars and have shown single brand loyalty, 
exclusively Maruti loyalists happen to be 58.7 %. Thus not only should Maruti strive to 
work towards ensuring that they are able to maintain this trend if not increase but more 
importantly they should ensure that single brand loyalists are 'truly ' loyal to the brand 
by demonstrating impressively higher levels of strong and favourable attitudes towards 
the brand. 
On the specific company front, in case of managing attitudinal variables for Maruti 
customers, product and service quality remains powerflil variables whether 
1) It is to examine significant correlation coefficient variables for those customers 
of Maruti who have rated customer satisfaction greater than 4. 
2) As strong discriminating variables between groups which are loyal vis-a-vis 
disloyal. 
3) As powerflil independent variables which have emerged statistically significant 
besides customer satisfaction and long term expectations. 
Thus lessons drawn for Maruti is to maintain high levels of product and service quality 
Furthermore the results of multiple regression assign a higher ranking to continuation 
bonds as against customer satisfaction. The overpowering influence of continuation 
bonds is also observed in order to increase their loyal customer base. Thus Maruti will 
have to substantially work towards shaping the long term expectations especially of 
those customers who are favourably inclined with strong positive attitude. One of the 
initiatives already undertaken by Maruti is to launch and institutionalize their loyalty 
programme as against using it earlier as a promotional tool. The suggestion for Maruti 
is to devise a different loyalty programme for their truly loyal customers so as to 
reward 'true' loyalty. 
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Hyundai 
The percentage of Hyundai customers who are patronizing their authorized service 
centres is 87.5. Thus the researcher observes a high dependence on these centres for 
the servicing needs of the customers. Also it is only in case of Hyundai customers that 
the relative importance of higher order attitudinal variables has emerged stronger than 
product and service quality, a pointer to the fact that Hyundai will have to be ready to 
build and sustain higher levels of some of the attitudinal variables like trust and 
commitment. 
In case of Hyundai customers, 
1) the results of Multiple regression have demonstrated higher beta coefficients for 
variables such as commitment than product quality. Infact Hyundai is the only 
brand which has demonstrated such characteristics. In case of other brands, 
either the other variables have not emerged as statistically significant or have a 
beta coefficient values less than product and service quality. 
2) product quality and trust have emerged as powerflil variables strongly 
discriminating between groups which are loyal vis-a-vis disloyal. 
Thus Hyundai will have to place lot of importance to higher order attitudinal variables 
such as commitment and trust as both of them appear to be playing an important role in 
forging stronger relationship strength. For Hyundai, the ranking of commitment is even 
higher than product quality. One of the ways in which this bonding can be made 
stronger is through the efficient ways of handling their authorized service centres 
However, what needs to be ascertained is whether the level of commitment is of the 
affective or continuance type. Higher levels of Affective commitment will imply 
stronger emotional connect with the brand otherwise it will appear to be commitment 
which is more out of necessity than a choice. 
Tata 
Means of shared values is different for customers of Tata who patronize the 
authorized service centers to those who do not patronize the authorized service centers 
Mean shared value of those Tata customers who patronize the authorized service 
centres is observed to be 3.00 which is higher than those who do not patronize such 
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service centres as their mean is 2.48. Means of commitment is different for customers 
of Tata who patronize the authorized service centers to those who do not patronize the 
authorized service centers Mean commitment value of those Tata customers who 
patronize the authorized service centres is observed to be 3.11 which is higher than 
those who do not patronize such service centres as their mean is 2.62 . 
For customers who own Tata brand of cars, the study establishes the role of 
1) product and service quality as important statistically significant variables 
influencing relationship strength. 
2) Furthermore, the only variable which has emerged important in distinguishing 
between loyal and disloyal group in case of this brand is commitment. 
Thus as seen in case of Hyundai, effective management of their authorized service 
centers is suggested as one area where Tata company can work on as patronizing these 
centers demonstrates higher preponderance of ideological and psychological bonds 
Furthermore, the company Tata can start rewarding committed customers by giving 
them preferential treatment as commitment appears to be the sole variable in 
distinguishing loyal and disloyal group. 
Future Direction of Research 
In the Indian context, little research has been done in the area of delineating a 
framework for understanding the process of building customer relationships. The focus 
of this study was on Airlines and Passenger Car Industry. The topic of research can be 
extended to some of the other industries where relationship building initiatives by the 
company are fairly advanced like Hotels, Retail or Banking sectors. 
Most of the research studies available on similar subjects have primarily focused on 
studying from the company's perspective. This study looks at relationship building 
from a customer's perspective. 
The mediating role of behavioural variables can be studied more in detail in terms of 
how they impact relationship strength. This can be further established using some of the 
high level sophisticated techniques like Structural Equation Modelling. Research can 
also be carried out to examine the role of personal loyalty which is a type of customer 
loyalty where the object is a particular service worker as distinct from service provider 
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loyalty where the object is the service provider or the firm. In other words, the manner 
in which variables used in this study have been operationalised can be modified to 
consider the role of company personnel in shaping and strengthening relationship 
strength 
From the point of view of customers, it is important to note that every episode does not 
carry the same importance or weight in the customer's evaluation of the relationship. A 
successful critical episode can strengthen the relationship. This research can be 
extended to identify the various critical episodes in both the industries and to see how 
they are handled. Furthermore, the extent to which they have been handled 
satisfactorily and their impact on shaping levels of commitment leading to higher levels 
of relationship strength needs to be studied in detail. 
This study was covered in Delhi and Noida. It can be replicated in other geographical 
areas and the results can be compared. Also age of the respondent has not been 
captured. Thus this limitation in this study can be overcome by including the age of the 
respondent and studying how it impacts the various attitudinal variables covered in this 
study. The role of Psychological bonds represented by trust and commitment can also 
be examined in greater detail especially the role of affective trust and affective 
commitment. 
This study has undoubtedly confirmed the significant role being played by so called 
higher order attitudinal variables in developing and strengthening relationship strength 
with companies as brands. Thus this study has demonstrated that companies need to 
start looking beyond just achieving higher levels of customer satisfaction. Companies 
will need to take cognizance of this realizafion and will have to devise better ways and 
mechanism to deepen the bonding especially with their key customers so that such 
customers not only grow in numbers but also reward the companies through sustained 
true loyalty The Indian customer has demonstrated maturity in the way they deal with 
companies and what do they look for in the companies that they choose to do business 
with This realization should not be ignored and having accepted this fact, companies 
need to identify ways to effectively manage by devising appropriate strategies so that 
the association of the customer with the company remains as long as their entire 
lifetime. 
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APPENDIX-IA 
MULTIPLE REGRESSION RESULTS FOR AIRLINE SECTOR 
DEPENDENT VARIABLE: RELATIONSHIP STRENGTH 
INDEPENDENT VARIABLES 
SERVICE QUALITY (FINAL SQ) 
SATISFACTION (FINALSAT) 
SHARED VALUES (FINAL SV) 
LONG T ERM EXPECTATION (FINAL LTE) 
PERCIEVED SWITCHING COST (FINAL SW) 
TRUST (FINAL TRU) 
AFFECTIVE COMMITMENT (AFF COMMR) 
CONTINUANCE COMMITMENT (CON COMMR) 
Model Summary 
Model 
1 
R 
.757a 
R Square 
.572 
Adjusted R 
Square 
.560 
Std. Error of 
the Estimate 
.000 
ANOVA 
Model 
! Regression 
residual 
total 
Sum 
Squares 
97.688 
72.966 
170.654 
of df 
8 
284 
292 
Mean 
Square 
12.211 
.257 
F 
47.528 
Sig. 
.000 
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Coefficients 
Model 
1 
(CONSTANT) 
FINAL SQ 
FINALSAT 
FINAL SV 
FINAL LTE 
FINAL SW 
FINAL TRU 
AFF COMMR 
CON COMMR 
Unstandardised 
Coefficients 
B 
5.661E-02 
.299 
.286 
.157 
5.712E-02 
7.991E-02 
L006E-02 
7.058E-02 
L447E-02 
Std error 
.202 
.062 
.068 
.064 
.052 
.070 
.044 
.053 
.043 
Standardised 
Coefficients 
Beta 
.309 
.249 
.134 
.058 
.074 
.012 
.076 
.017 
t 
.280 
4.847 
4.227 
2.437 
1.102 
1.145 
.231 
1.323 
.333 
Sig. 
.779 
.000 
.000 
.015 
.271 
.253 
.818 
.187 
.739 
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APPENDIX -IB 
MULTIPLE REGRESSION RESULTS FOR PASSENGER CAR 
INDUSTRY 
DEPENDENT VARIABLE : RELATIONSHIP STRENGTH 
INDEPENDENT VARIABLES : 
PRODUCT QUALITY (FINAL PSQ) 
SERVICE QUALITY (FINAL SQ) 
SATISFACTION (FINALSAT) 
TRUST (FINAL TRU) 
SHARED VALUES (FINAL SV) 
LONG T ERM EXPECTATION (FINAL LTE) 
PERCIEVED SWITCHING COST (FINAL PSE) 
AFFECTIVE COMMITMENT (AFF COMMR) 
CONTINUANCE COMMITMENT (CON COMMR) 
Model Summary 
Model 
1 
R 
.765a 
R Square 
.585 
Adjusted R 
Square 
.574 
Std. Error of 
the Estimate 
.5522 
ANOVA 
Model 
1 Regression 
residual 
total 
Sum of 
Squares 
148.065 
104.900 
252.965 
df 
9 
306 
315 
Mean 
Square 
16.452 
.305 
F 
53.950 
Sig. 
OOOa 
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Coefficients 
Model 
1 (CONSTANT) 
FINAL PSQ 
FINAL SQ 
FINALSAT 
FINAL TRU 
FINAL SV 
FINAL LTE 
FINAL PSC 
AFF COMMR 
CONCOMMR 
Unstandardised 
Coefficients 
B 
-.559 
.203 
.334 
.221 
.173 
-8.550E-02 
.158 
-3.120E-02 
.100 
7.460E-02 
Std error 
.201 
.033 
.056 
.042 
.064 
.046 
.056 
.042 
.047 
.041 
Standardised 
Coefficients 
Beta 
.242 
.272 
.211 
.135 
-.091 
.154 
-.033 
.099 
.076 
t 
-2.778 
6.101 
5.976 
5.252 
2.705 
-1.871 
2.829 
-.751 
2.154 
1.801 
Sig. 
.006 
.000 
.000 
.000 
.007 
.062 
.005 
.453 
.032 
.073 
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PREFACE 
Assessing a relationship is important because of the nature of commitment in 
relationship marketing. The rationale of the study is primarily the fact that either 
relationships so far have been understood more from the company's perspective and 
less from customer's perspective. This work looks at the building of strong customer 
relationships exclusively from the customer's perspective. 
Furthermore as pointed out by Berry, the characteristics of successful/unsuccessful 
Relationship Marketing programmes have not been fully identified. This study aims at 
understanding the determinants of relationship strength for different segments This 
rationale is in complete accordance with the learning that an effective CRM strategy 
starts with segmentation based on what different groups value and what will make 
them loyal. 
There is a need to look beyond customer satisfaction as several studies have established 
that higher levels of customer satisfaction may not always result in higher levels of 
customer loyalty. A few empirical investigations in this area indicate that a direct 
relationship between these constructs is weak or even nonexistent. 
Moreover as pointed out in the literature, far less research has been done which 
examines the consequences of forming a service relationship and the process through 
which relationships change. Since both process and outcome are important, this work 
looks at both and in the process distinguishes between relationship quality and 
relationship strength. The view of evaluation process is taken in studying the 
relationship quality. 
This thesis work has been divided into five; a brief outline of the chapter schema is 
presented in the following paragraph. Chapter 1 discusses the different facets of 
customer relationship including establishing the link between the broader concept of 
Relationship Marketing and Customer Relationship Management. Further to that, it 
examines various dimensions of quality in the context of customer relationship. Next, it 
discusses the need, rationale and research objectives of the present study. The chapter 
then concludes with concentrating on the rationale for selecting the two industries 
namely Airlines and Passenger Car Industry. Chapter 2, "Literature Review" of this 
study illustrates extant literature relevant to quality dimension of customer relationship 
The last section of this chapter is related to research framework, proposed study model 
and the conceptualization of hypotheses. The chapter 3 titled "Research Design and 
Methodology", details the research methodology adopted to investigate the study model 
and the objectives framed. This chapter also discusses the development of the research 
instrument the method adopted to conduct the research. Chapter 4 titled 'Analysis and 
Interpretation 'discusses the profile of respondents for both the Industries. Subsequent 
subsections of this chapter are dedicated to discussion and description of the main 
results in this section that emerged from statistical analysis for Airlines and Passenger 
Car Industry. Furthermore in this chapter, results of the empirical analysis and the 
hypothesis testing has been presented. Finally Chapter 5 titled "Conclusion and 
Recommendations", draws key conclusion of this study and discusses the 
recommendation for forging of strong customer relationships in the airlines and 
passenger car industry. The chapter also indicates the limitations and areas of future 
research 
Dated : (CHHABI SINHA) 
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CHAPTER ONE: 
INTRODUCTION 
Chapter outline 
This chapter is divided into six parts. Part 1 discusses the different facets of customer 
relationship including establishing the link between the broader concept of Relationship 
Marketing and Customer Relationship Management. Second part examines various 
dimensions of quality in the context of customer relationship. The emphasis of third 
part is on discussing the need, rationale and research objectives of the present study 
Fourth part concentrates on the rationale for selecting the two industries namely 
Airlines and Passenger Car Industry. The six companies included in the study are 
briefly described in the next part. The last part of the chapter discusses the chapter 
schema of the entire thesis clearly establishing the flow and progression from one 
chapter to the next. 
1.1 Different facets of customer relationship 
Relationships are at the core of human behaviour. Rapidly changing competitive 
environments are forcing firms to build long term relationships with their partner 
Relationship marketing that stresses on the long term orientation can yield sustainable 
competitive advantage .Academic researchers and marketing practitioners are exploring 
and examining ways to improve customer loyalty through improved customer 
relationships. 
Relationships, whether business or marriage seem to be subject to the Second Law of 
Thermodynamics: unless maintained, they gradually deteriorate and wear down The 
marketer focuses on the initiation of transactions with the customer and then the 
retention of the customer. James Masciarelli of Archer Consulting says, "At the end of 
the day, a company's only sustainable advantage is its relationships with customers, 
business partners and employees". 
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The word' relationship 'has a special meaning for most people and is reserved for 
those special situations where there is a genuine feeling and an emotional connection 
between in most cases two people. Relationships are "extremely complex entities that 
need careful management and demand skills from their participants at all times". 
Relationshipping as Steve Duke terms it is actually "a very complicated and prolonged 
process with many pitfalls and challenges. Relationships do not just happen; they have 
to be made -made to start, make to work, made to develop, kept in good working order 
and preserved from going sour". (Steve Duke, 1991). A commitment to developing 
effective relationships strengthen the fabric of the organization in the long run". The 
episode of exchange or transaction is one incident, which cumulatively affects the 
evolution of the client perception which leads to loyalty or otherwise. This long-term 
process of sequential, multiple transactions is viewed as a continuing, evolving 
relationship. 
Relationship Marketing has been defined as attracting, maintaining and in multi-
service organizations-enhancing customer relationships (Berry, 1983, 2000) and to 
establish, maintain and enhance relationships with customers and other partners at a 
profit so that the objectives of the parties involved are met. This is exchanged by a 
mutual exchange and fulfillment of promises (Gronroos, 1990). 
As a management concept it describes the marketer's view how to keep customers for 
life (Vavra 1995). Relationship Marketing assumes a need for building lasting 
relationships with customers-the need of the marketer. Benefits from a customer 
relationship for the company have been studied exhaustively in business-to-business 
relationships but also in consumer relationships (Reichheld, 1993; Oliver 1999; Sheth 
and Parvatiyar, 1995). 
Benefits from a customer relationship to the consumer have received little attention 
than those of the provider (Gwinner et. al, 1998). Consumer's relational benefits have 
been studied by Gwinner, Gremler and Bitner (1998) as well as by Sheth and Parvatiyar 
(1995). Building her study on different research traditions also Fournier (1998) resuhed 
in the same type of approach to consumer relationships with brands: an approach 
of relational benefits, emotions and perceptions of the customer. Outside this 
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recent stream of research, the discussion on why consumers would be interested in, or 
why they end up in long customer relationships is superficial in nature and marketing 
managers are seemingly expected to act on the basis that the customers are motivated 
by reward/greed, philanthropy/guilt and love/obligation (Seybold 2001). 
Relationship marketing (RM) has been defined as "the process of identifying and 
establishing, maintaining, enhancing, and when necessary terminating relationships 
with customers and other stakeholders, at a profit, so that the objectives of all parties 
involved are met, where this is done by a mutual giving and fulfillment of promises" 
(Gronroos, 2000). The term "relationship marketing" was first introduced by Berry in 
1983 (Berry, 2000), but the concept did not attract broader attention until the 1990s 
(Gronroos, 1996). Ahhough the concept was new, the basic ideas can be traced back to 
early channel and business-to-business research. Nordic researchers have also been 
emphasizing the relational nature of services since the 1970s (Gronroos, 2000). 
The positive benefits of RM for companies have generally not been contested, but can 
only be realized if customers are willing to engage in long-term relationships (Berry, 
2000; Sheth and Parvatiyar, 2000) and to perceive them as valuable (Sheaves and 
Barnes, 1996). Most research on RM has been conceptual and focused on company 
benefits, whereas research from the customer's perspective has been scarce (Singh and 
Sirdeshmukh, 2000). 
Relationship marketing, which is concerned with attracting, maintaining and enhancing 
of customer relations (Berry, 1983), offers researchers an ideal umbrella under which to 
explore what happens to customers after they become customers. Since marketing 
activities traditionally tend to be heavily focused on the acquisition of customers, this 
reorientation to customer retention which is inherent in the relationship construct, 
provides an important perspecfive in marketing of both products and services. 
For the most part, however, the service relationship literature (and much of the 
relationship marketing literature regardless of context) focuses on the antecedents or 
characteristics of service relationships. Far less research has been done which examines 
the consequences of forming a service relationship, and the processes through which 
relationships change, i.e. what happens to customers after they become customers. The 
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research which does exist tends to focus on satisfaction or quaHty as the principal 
measures of relationship outcomes, the very measures which have traditionally been 
used to evaluate non-relationship outcomes. The paucity of information on relationship 
consequences leaves the field with an incomplete model of relationship marketing, 
leading to the perception that forming a relationship, any relationship, is a valuable 
thing to do. Moreover, it deprives those who are in relationships of effective tools for 
monitoring and changing existing relationships and/or dissolving unproductive ones. 
Assessing a relationship is also important because of the nature of commitment in 
relationship marketing. Relationships represent far higher levels of commitment than 
do traditional marketing programmes. Yet Berry (1995) noted that the characteristics of 
successful/unsuccessful relationship marketing programmes have not been flilly 
identified If relationship research is to explore methods of enhancing, maintaining, and 
deepening relationships, an important step is to identify the variables which can be used 
to assess the success of a relationship. His paper proposes to explore the issue of 
evaluating relationships to provide insight into potential methods for diagnosing the 
health of a relationship. The authors argue that satisfaction and/or quality, as currently 
conceptualized, are not sufficient diagnosfic tools, certainly not sufficient when only 
one relationship partner's outcomes are assessed. 77?^  argument is made that neither 
satisfaction nor quaUty captures all the relevant dimensions needed to effectively 
evaluate a relationship. 
Berry's paper begins with a brief overview of the service relationship literature, to 
identify important constructs. Traditional relationship outcome measures are explored 
with a particular focus on satisfaction and quality. Two typical industry studies are then 
presented which attempt to assess relationship satisfaction. This is followed by a 
discussion of the limitations of studies of this type. Both studies were done by 
manufacturers, and were designed to reflect what the manufacturer believed were the 
dimensions of satisfaction, that is, those characteristics which would provide 
information on the health of the relationship with customers. The studies were designed 
and used in industry settings and illustrate what is currently being measured not what 
should be done. They were not designed to test hypotheses; however, they were 
designed by the companies in accordance with traditional satisfaction measurement 
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techniques. The analysis performed indicates the inadequacy of current measures, and 
the ways in which satisfaction measures in particular can be misleading when used to 
measure relationship outcomes. The paper concludes with a discussion of the 
inadequacies of current tools, and the need to improve diagnostic tools, particularly 
through other potential measures of service relationship outcomes. 
Product marketers have tended to focus, understandably, on product characteristics for 
competitive advantage and relationship formation. The implicit assumption is that 
improved technology, new features, and reliable product performance will lead to 
customer loyalty and strong relationships. However, even in product firms, it seems the 
nature of promises and consistent service performance over time are critical factors in 
the development of good customer relationships. 
While ideas inherent in the concept of relationship marketing are applicable to both 
product and service marketing, most research on the concept has occurred in the 
context of services. This is largely because the activities associated with relationship 
building tend to fall into the area of service enhancements (for example, customer 
service enhancements) and because many of the emerging relationships being studied 
are in business alliances and channels where service is a predominant construct of 
interest. The service literature has largely focused on "traditional" service businesses, 
retailing, food service, travel, financial services, etc. While this has enabled service 
researchers to focus on characteristics that differentiate between "products" and 
"services", it excludes a large part of service marketing. Traditional product marketers, 
including providers of equipment and consumer electronics, have found that much of 
the opportunity for differentiation in their industries arises from the service component 
of their business. For equipment providers, this service component focuses around so-
called "after-sale" service. A major concern of their customers lies in minimizing 
down-time, which translates into timely repair services, preventive maintenance, and 
technical support. For many equipment providers, comparability of technology and 
product features has led to the situation in which profits are realized through service, 
service contracts, and support rather than equipment margins. For manufacturers of 
consumer electronics equipment, a similar focus on providing service also is emerging. 
In this industry, however, the service is provided to the intermediary rather than to the 
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user. Major retail chains demand increasing service from suppliers, leading to an 
emphasis on the service component of the business in addition to the product quality. A 
simple focus on the characteristics of the product will not satisfy such customers and 
will certainly not lead to long-term relationships. Retailers demand services such as 
delivery service, inventory management, and merchandising from "product" suppliers 
as a condition of forming and maintaining relationships. 
Service relationships 
Gronroos (1995) points out that service firms have always been oriented towards 
relationships. The very nature of service encounters is contact with customers, 
providing the ideal platform for the formation of a relationship. Attention to the concept 
of relationship marketing in services first occurred in the services literature in 1983 
(Berry, 1983). For the most part the services relationship literature to date (as is true in 
the business-to-business literature and the channel relationship literature) focuses on the 
structure of relationships (e.g., level or nature of the bond) and its antecedents (e.g., 
trust, commitment) rather than the consequences. 
A core construct in the relationship marketing literature is the nature of promises. 
Promises kept are far more important than promises made (Berry, 1995). In fact, 
service relationships are achieved through "the mutual exchange and fulfillment of 
promises" (Gronroos, 1990). Three essential activities are required to fulfill promises 
making realistic promises (external marketing), enabling employees and service 
systems to deliver on promises made (internal marketing), and keeping those promises 
during delivery (interactive marketing) (Bitner, 1995). It is the latter activity that has 
been called the dominant marketing function for relationship building (Gronroos, 
1994). The triad provides service researchers with a structural foundation for service 
relationships. It highlights the importance of coordinated efforts of employees, 
processes and customers in keeping service promises (Bitner, 1995). The success of this 
process is generally assessed by traditional satisfaction or service quality measures. 
The service relationship literature also recognizes that each customer contact is critical 
to the building of relationships, that is, a relationship emerges over rime rather than 
bursting into being as a result of a successful initial encounter Each encounter 
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contributes to the customer's overall satisfaction and desire to continue the relationship 
(e.g., Bitner, 1990; Bitner et al., 1990). At each encounter the organization's abilities 
are revealed to the customer. This leads to the conclusion that evaluating service 
relationships requires looking at the series of contacts which occur rather than isolated 
transactions. 
Berry and Parasuraman (1991) classify relationships on three different levels depending 
on the types of bonds used to develop customer loyalty. Level one employs financial 
bonds, two utilizes social bonds and three relies on structural bonds. Service 
customization and potential for sustained competitive advantage also differs on the 
three levels with the highest level of customization and sustainable competitive 
advantage occurring at level three. This classification system depicts some degree of 
customer loyalty as the benefit a service organization receives from a relationship. 
Other researchers have explored this area as well (Berry and Parasuraman, 1991, 
Reichheld and Sasser, 1990), while Rust et al. (1995) explore the financial 
consequences of relationship formation. However, an equally important question to 
address is what does the customer receive from and contribute to the relationship. Berry 
(1995) stressed the fact that for relationships to confinue they must be perceived as 
being mutually beneficial. This seems to imply that customers must receive some 
benefit over what they might expect to receive in a traditional transaction based 
marketing system. Thus, any classification system of successfiil/unsuccessful service 
relationships must identify the added customer benefits adopting the perspective of 
both the customer and the service provider. 
Relationship Marketing is the broader overriding concept. According to Gummesson 
(2002), 'Relationship marketing is marketing based on interactions within networks of 
relationships'. 
A network is a set of relationships which can grow into enormously complex patterns 
In the relationship, the simple dyad as well as the complex networks, the parties enter 
into active contact with each other. This is called interaction. The relationship between 
the one who sells something and the one who buys something forms the classic dyad of 
marketing, a two party relationship. This is the parent relationship of marketing. 
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CRM is the values and strategies of relationsliip marketing-with particular emphasis on 
customer relationships turned into practical application. CRM do not deal with 
networks but focus on the customer supplier interaction. 
Gummesson (2002) has converted the philosophy of Relationship Marketing into 
tangible relationships that become part of the company's marketing and business 
planning. This has been done by defining 30 relationships, the 30 R's. 
These 30R's are divided into four broad categories:-
1 Classic market relationships( Consisting of the relationship between the supplier 
and the customer, between the customer-supplier-competitor and the classic 
network distribution channels) 
2. Special market relationships (Relationships via fiill time marketers and part time 
marketers, interaction between customers and service providers, relationships in 
industrial and business marketing, e relationship, green relationship 
(environment and health based, law based) 
3. Mega relationships(Personal and social networks, mass media. 
4. Nano relationships (Introduction of profit centres in an organization, 
relationship between internal customers and internal suppliers, the relationship 
between operations management and marketing, relationship with the employee 
market etc). 
The first two types are market relationships be it classic market relationships or special 
market relationships. The next two types are non-market relationships which directly 
influence the efficiency of market relationships. 
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1.2 Various dimensions of quality in the context of customer 
relationship 
Building, maintaining and enhancing relationships with customers is becoming more 
important since the emphasis in marketing is moving from a transaction focus to a 
relationship focus (Berry, 1983, Parvatiyar and Sheth, 1994). 
Assessing a relationship is also important because of the nature of commitment in 
relationship marketing. Relationships represent far higher levels of commitment than 
do traditional marketing programmes. Yet Berry (1995) noted that the characteristics of 
successful/unsuccessful relationship marketing programmes have not been fully 
identified. If relationship research is to explore methods of enhancing, maintaining, and 
deepening relationships, an important step is to identify the variables which can be used 
to assess the success of a relationship. Measuring the strength of relationship therefore 
becomes relevant. 
In measuring the strength of relationships between service provider and customers, 
mostly behavioural indicators (e.g. length of the relationship, recency, frequency or 
monetary value) for that strength are used. However, the strength of a relationship can 
be derived only partly from behavioural variables, since they only give an indication. 
A good customer is a customer who contributes a relatively large share to the return of 
the organization within a certain period which in particular can be derived from the 
behavioral variables in the database. 
The quality or strength of a relationship on the other hand is determined by customer 
perceptions. So a strong relationship is a relationship that is perceived as such by the 
customer This depends on the attitude of the customer towards the relationship, which 
cannot be derived from the database. Mainly primary research is required to find out 
how customers perceive their relationship with the supplier. Thus the actual behaviour 
concept may differ from their own perceptions of relationship strength. 
The relatively recent emergence of the relationship marketing paradigm in modern 
marketing thought consolidates the increasing importance given by marketing 
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academics to managing, developing and evaluation of relationships (Berry, 1995, 
Payne et al, 1995, Sheth and Parvatiyar, 1992, 1995) Previous literature has measured 
relationship quality between manufacturers/ suppliers and distributors/resellers (Kumar 
et. al., 1995). 
In line with past research (Crosby et al, 1990, Kumar et al, 1995), relationship quality 
is considered to be a higher order construct made of several distinct although related 
dimensions. Unlike previous authors who studied relationship quality as perceived by 
the customer (Crosby et. al, 1990, Kumar et. al, 1995). 
Relationship quality as defined by researchers reflects the 
- intensity of information sharing 
- communication quality 
- long term orientation and 
- satisfaction with the relationship 
In their study, relationship quality consists of the assessment of various episodes within 
an association reflecting the overall strength of the relationship 
Besides customer behaviour-based CRM performance, many researchers have 
emphasized the role of relationship quality as an intangible aspect of CRM 
performance, and dimensions such as satisfaction, commitment, and trust have been 
used to measure the complicated concept "relationship quality" (Crosby et al., 1990). 
However, there is no consensus on which dimensions make up relationship quality 
This study considered both customer satisfaction and brand loyalty - with the latter 
considered as a kind of lasting intention to build and maintain a long-term relationship, 
as the highest level of relational bonding, and as one dimension of relationship quality 
instead of commitment (Edvardsson el al, 2000).High customer satisfaction and brand 
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loyalty means that fewer customers will defect, and the long-term effects on firm 
performance can be significant. 
One way to achieve strong relationships and, thus, long relationships is to ensure that 
customers are satisfied. The proposition is that dissatisfied customers will defect, the 
relationship ends. Several researchers have proposed that this is a simplification of the 
matter (Liljander and Strandvik, 1993; Oliver, 1999; Woodruff ef a/., 1983; Zeithaml et 
ai, 1993). Customers seem to have a zone of tolerance, which according to Zeithaml et 
al, (1993) can be defined as the difference between an adequate and a desired level of 
service. According to experts in Services Marketing, customers are prepared to absorb 
some unfavorable evaluations before expressing them in terms of net dissatisfaction. In 
retail banking this would suggest that customers may be dissatisfied with a service 
episode and still be satisfied with the relationship. 
An additionally interesting perspective on how relationship strength is achieved is the 
commitment of customers. Liljander and Strandvik (1993) conclude that commitment 
and loyalty are related concepts, although they emanate from different research 
traditions. Loyalty is usually defined as observed purchase behaviour. This is consistent 
with the transactional perspective used within traditional consumer marketing. 
Commitment has been used within the interaction approach of industrial marketing, h 
refers to adaptation processes which are the result of the parties' intentions to act and 
positive attitudes towards each other. Liljander and Strandvik define loyahy as only 
repeat purchase behaviour within a relationship. 
Another important aspect that we have to consider is that the importance of the 
relationship for customers varies significantly. Some customers may be very committed 
to the relationship and for these customers the perceived satisfaction with the 
relationship is very important. Others may find the relationship basically unimportant 
and for these customers the satisfaction component is not as important. 
It seems plausible to assume that relationship longevity is of great importance to the 
provider both from an efficiency and profitability point of view. Assuming that we have 
a profitable customer relationship, a third question that we therefore have to ask - in 
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addition to how to increase the relationship revenue and decrease relationship cost - is 
how can we ensure that the customer relationship lasts for as long a time as possible? 
One way of analysing relationship longevity is to structure the analysis according to 
where the driving force for longevity has its origin. When analysing the customer 
relationship dyad it becomes obvious that longevity can originate from relationship 
extrinsic factors such as the market structure in which the relationship exists, and the 
possible geographical limitations (the customer moves to a geographical location in 
which the provider does not have a presence). Longevity can also originate in 
relationship intrinsic factors such as the relationship strength and the handling of 
critical episodes during the relationship. 
An important relationship extrinsic factor relates to market concentration. A 
relationship in a monopolistic or oligopolistic market is obviously different from a 
relationship in a highly competitive market. The number of alternative providers, as 
perceived by the customer, influences her/his interest and the possibilities of evaluating 
alternatives. According to researchers, relationships can be characterized on the basis 
of the situation in the market; i.e., on the numbers of providers and customers in the 
market. Relationships are characterized by dependence when either the provider or the 
customer dominates. For instance, in a retail bank context, there are far fewer providers 
than customers, a particular customer's share of the provider's business is usually very 
limited, the customer usually buys a substantial proportion of all services from one 
provider, the customer needs the provider's skills, and the customer does not 
necessarily need customized services. In a retail banking environment, power and 
dependence in relationships are very much a function of the relative importance of the 
relationship to both parties. Small-volume customers have little power in the 
relationship, since bank survival does not depend on their business. High-volume 
customers, on the other hand, have considerable power, which they exercise especially 
in price negotiations. We can, nevertheless, conclude that from the point of view of 
power and dependence, the relationship is not mutual in the sense that the parties are 
interdependent. Additionally we can conclude that the degree of differentiation in 
provider strategies seems to be inversely dependent on the degree of market 
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concentration. In an oligopolistic market there are seldom major differences between 
the providers. 
It is important to note that there are two aspects related to the market situation. First, 
there is the "objective" market concentration which is easy to measure. The second 
aspect relates to the customers' perception of the market situation. The customer may 
perceive that there are few alternatives in the market because of the fact that some of 
the alternatives, in fact, are not a part of the customer's evoked set. The customer may, 
hence, be loyal to the relationship because of lack of perceived alternatives ("all banks 
are the same"), regardless of relationship strength. 
When analyzing relationship intrinsic factors we also have to consider how critical 
episodes are handled (Storbacka, 1994). It is important to note that every episode does 
not carry the same importance or weight in the customer's evaluation of the 
relationship. Some of the episodes can be labelled routine episodes, whereas others can 
be labelled critical episodes. Routine episodes are characterized by low levels of mental 
involvement and routine behaviour. The customer can be said to play a large role in the 
production of a routine episode. The customer usually has a clear script guiding her/his 
behaviour during the episode. The script is acquired either by experience of the same or 
similar episode or by distinct guidance during the episode. 
A critical episode can be defined as an episode that is of great importance for the 
relationship. The continuation of the relationship is dependent (both in a negative and 
positive way) on critical episodes. A successful critical episode can strengthen the 
relationship so that it may withstand several unsatisfactory routine episodes. On the 
other hand an unsuccessful critical episode may end the relationship abruptly although 
it may have been preceded even by years of satisfactory routine episodes and although 
the relationship has been judged to be strong. 
Strandvik and Liljander (1994) have shown that one of the most critical episodes in a 
retail bank relationship is the negotiation of mortgages in connection with the 
acquisition of an apartment. A successful negotiation creates legal bonds that may last 
for 10-15 years, whereas an unsuccessful negotiation may end the relationship at once. 
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The definition of a critical episode is customer and situation specific. Customers have 
different backgrounds in terms of their experience of specific types of episode and in 
terms of their knowledge of a certain industry. This difference affects the customer as 
she/he enters the production process of a specific episode type. The difference in 
experience is clearly visible, for instance, when new episode patterns in the form of 
episode instruments (such as bank cards) or automatons are introduced. Even 
experienced customers feel insecure when confronted with the new expectations that 
the changed episode pattern puts on their behaviour during the episode. Hence the 
customer is mentally highly involved in the situation and the episode can be of critical 
significance for the relationship. 
A routine episode can become a critical episode if, according to the customer, the 
adequate level of performance is not met. The episode then becomes what Bitner et al. 
(1990) call a "critical incident" which makes the customer very involved and may end 
the relationship. 
It is obvious, based on the above discussion, that relationship longevity is not always a 
function of relationship strength. There are many random factors that influence the 
development of a relationship. Most of the relationship extrinsic factors are such that 
the provider cannot influence them. 
Quality in perceived service delivery is a prerequisite for a quality relationship being 
developed (Crosby, et al., 1990). Service delivery may be the responsibility of a wide 
range of front-line and backup staff, resulting in quality being dependent on extensive 
customer-producer encounters (Gummesson, 1990). The concept of relationship 
satisfaction has been attributed with three dimensions by Crosby and Stevens (1987): 
1. satisfactory interactions with personnel; 
2. satisfaction with the core service (the extent to which a service satisfies 
customers' needs); and 
3. satisfaction with the organization 
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Relationship marketing, which is concerned with attracting, maintaining and enhancing 
of customer relations (Berry, 1983), offers researchers an ideal umbrella under which to 
explore what happens to customers after they become customers. Since marketing 
activities traditionally tend to be heavily focused on the acquisition of customers, this 
reorientation to customer retention which is inherent in the relationship construct, 
provides an important perspective in marketing of both products and services. 
For the most part, however, the service relationship literature (and much of the 
relationship marketing literature regardless of context) focuses on the antecedents or 
characteristics of service relationships. Far less research has been done which examines 
the consequences of forming a service relationship, and the processes through which 
relationships change, i.e. what happens to customers after they become customers. The 
research which does exist tends to focus on satisfaction or quality as the principal 
measures of relationship outcomes, the very measures which have traditionally been 
used to evaluate non-relationship outcomes. The paucity of information on relationship 
consequences leaves the field with an incomplete model of relationship marketing, 
leading to the perception that forming a relationship, any relationship, is a valuable 
thing to do. Moreover, it deprives those who are in relationships of effective tools for 
monitoring and changing existing relationships and/or dissolving unproductive ones. 
Obviously satisfaction and quality are important concepts in the evaluation of service 
relationships. Both are necessary but not sufficient to good relationships. However, 
much controversy surrounds these constructs and their relationship (Cronin and Taylor, 
1992; Parasuraman et al., 1994; Teas, 1993;). Some literature suggests that satisfaction 
is an antecedent of service quality (Bitner, 1990; Bolton and Drew, 1991) while 
Parasuraman et al. (1985) suggest that perceived service quality leads to satisfaction 
Cronin and Taylor (1992) in their test of SERVPERF found evidence that the latter is in 
fact the correct causal order. Thus it appears that to adequately evaluate service 
relationships, both concepts must be measured to account for the ongoing nature of the 
relationship. 
Measurement of service quality and customer satisfaction are necessary but not 
sufficient to fially evaluate a service relationship. From the brief overview of the service 
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relationship literature above, additional dimensions have been identified which should 
be included in any attempt to assess the health of a service relationship. Specifically, a 
well designed evaluation instrument must consider: 
1. Explicitly recognizing that it is important to measure a series of contacts and 
not isolated transactions. Parasuraman et al. (1994) propose a framework for 
measuring customers' global perceptions about a firm. This needs to be 
expanded upon to provide a complete relationship evaluation tool. 
2, Evaluation of the nature of the bonds in the relationship. The level of bonds 
should affect the variables included in an appropriate relationship evaluation 
tool. 
3 Assessment of all the benefits which customers receive (or expect to 
receive) from the relationship which differ from the benefits attained in a 
traditional transaction. 
4. Inclusion of the perspectives of all parties in the relationship in the 
evaluation exercise 
1.3 Need, Rationale and Research objective of the present study 
Assessing a relationship is important because of the nature of commitment in 
relationship marketing. The rationale of the study is primarily the fact that either 
relationships so far have been understood more from the company's perspective and 
less from customer's perspective. This work looks at the building strong customer 
relationships exclusively from the customer's perspective. 
Furthermore as pointed out by Berry, the characteristics of successful/unsuccessful 
Relationship Marketing programmes have not been fully identified. World wide 
statistics reveal that by 2002, 70% of the companies will revamp customer processes, 
53% will use e-commerce to transform relationships and as many as 49 percent will 
organize themselves by customer type (Shainesh and Mohan 2000). This study aims at 
understanding the determinants of relationship strength for different segments This 
rationale is in complete accordance with the learning that an effective CRM strategy 
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starts with segmentation based on what different groups value and what will make 
them loyal (Crosby and Johnson 2000). 
Although increasing number of organizations are now claiming to practice CRM, 
research shows that many organizations are not very good at it. This is supported by 
Fournier et al (1998) who state: 
"When we talk to people about their lives as consumers, we do not hear praise for their 
so called corporate partners. Instead, we hear about the confusing, stressful, insensitive 
and manipulative marketplace in which they feel trapped and victimized". 
Moreover as pointed out in the literature, far less research has been done which 
examines the consequences of forming a service relationship and the process through 
which relationships change. Since both process and outcome are important, this work 
looks at both and in the process distinguishes between relationship quality and 
relationship strength. The view of evaluation process is taken in studying the 
relationship quality. With no consensus on which dimensions make up for quality in 
customer relationships, the researcher has tried to look at the process (relationship 
quality including trust and commitment as the two variables) and the outcome which 
is relationship strength. 
Through the selection of variables, the work tries to examine primarily four types of 
bonds viz -
1. Economic bonds through the variable Perceived switching cost ( these bonds 
can be managed by the company) 
2. Continuation bonds through the variable long term expectations 
3. Ideological bonds through the use of the variable shared values and 
4. Psychological bonds through the use of variables such as Trust, Commitment. 
Research objective of the study 
The research objectives of the study are delineated below :-
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• To identify the antecedents of relationship strength 
• To examine the hnlcages between the variables used in the framework 
• To validate the hypothesis that variables other than customer satisfaction are 
equally important in explaining relationship strength. 
1.4 Proposed Research Model 
The conceptual framework for this study is derived from theories and postulates in 
previous research Figure 1 outlines the framework and the hypothesized relationships 
As conceptualized, the framework applies to one consumer, despite the use of a sample 
of muUiple consumers in conducting the analysis to be described later. Each 
relationship shown in the figure corresponds with an objective of the study 
The research model proposed in this work tries to examine loyalty purely from a 
customer's perspective. Since customer's loyalty linked behavior is heavily dependent 
on moments of interaction the proposed research model tries to incorporate variables 
which cast their influence both directly and indirectly. 
It is hypothesised that relationship strength determines loyalty related behavior, and in 
its turn, relationship strength depends upon the existence of satisfaction, trust and 
commitment in the relationship. However the marketing literature is replete with 
evidence of the manner in which Relationship strength has been defined and its 
antecedents have been developed. Largely the literature talks about two main 
antededents viz. Attitudinal and Behavioural. The determinants of these components 
suggested in the model are given below : 
^ ^ > 
*i 
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Number of brands used 
Recency 
Frequency 
Monetary 
Length of relationship 
Relationship 
Commitment 
Trust 
Customer Satisfaction 
Perceived 
Switching 
Costs 
Product 
Quality 
Service 
Quality 
Shared values 
Long term 
expectations 
i 
Figure 1.1: The Proposed Research Model 
Relationship 
Strength 
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Figure 1.1 presents a model of relationship strength. Perceived switching costs, service 
and product quality, satisfaction, long term expectations, trust and relationship 
commitment of the customer are modeled as determinants of the attitudinal component 
to relationship strength. 
The researcher supports baseline model links as shown in Figure 1.1. The baseline 
model is based on the cognitive-affective-conative loyalty framework of Oliver (1997, 
1999); Chaudhuri «& Holbrook, 2001; Rust and Oliver, 1994; Taylor & Baker, 1994) 
The traditional attitude structure starts with cognitive beliefs (such as PSQ evaluation at 
the attribute level followed by affective response (such as overall satisfaction) 
followed by conative responses i.e. relationship strength leading to customer retention. 
Conative responses represent levels of commitment that customers have for the service 
provider (this is not identical to loyalty) (Pritchard, Havitz and Howard, 1999). 
Variables which are directly affecting the moments of interaction include product and 
service quality attributes and the associated satisfaction with it. Understanding and 
improving product attributes is important and is a critical undertaking for organisations 
However, when an organisation's focus stops at an attribute perspective and fails to 
consider the upper levels of the value hierarchy, that is where difficulties and failures 
He. 
In addition, the trust and commitment factors exhibited by the service providers are 
also taken into consideration. The linkage between relationship strength and loyalty is 
supported by research which indicates that relationship strength and loyalty are closely 
related (Storbacka et al, 1995). The contention is that a measure of these variables 
should then have a better predicative ability than mere service qualify derived 
satisfaction perceptions. Storbacka et al (1995) proposed an alternate model explaining 
the customer relationship profitability in the long term. They proposed that perceived 
values (as measured by SERVQUAL type instruments) contribute satisfaction, which 
along with commitments and trust, together determine relationship strength. 
Page 20 
Operationalization of variables used in the baseline model 
Attitudinal Component 
The measure of perceived service quality were drawn from the shortened SERVQUAL 
version (Parasuraman, Zeithaml and Berry, 1988, Teas, 1993) but only perception of 
service quality measures were used. As mentioned by Zeithaml, Berry and Parasuraman 
(1996), the perception only operationalization is adequate if the major purpose of 
measuring service quality is to explain the variance in dependent constructs (as opposed 
to accurately diagnosing service shortfalls). Thus we do not claim that our measures are 
appropriate if the purpose ids to comprehensively measure or benchmark service 
quality. 
Overall satisfaction were measured by three strongly agree-strongly disagree scales 
taken from Oliver (1980). 
Trust is defined in terms of sharing of goals and values. It is a consequence of 
interdependence, due to a stable customer experience of expectations being exceeded, 
and of being provided the best value by the existing firm, so that switching is not seen 
as a better option. Rather, helping the firm to improve its performance by working 
together on mutual needs seems a better option (sharing of goals).Trust will typically 
address integrity, reliability and confidence of the service provider (Cognitive ) as also 
the ability to forge social bonding (Affective). Trust measurements (encompassing four 
scales that tap honesty, integrity, reliability/dependability, responsibility and 
motives/intention ere based on Smith and Barclay (1997). 
Commitment is defined as the parties' intentions to act and their attitude towards 
interacting with each other. Loyalty can occur with three different types of 
commitment, positive, negative or no commitment. A negatively committed customer 
shows a negative attitude but might still buy repeatedly because of bonds. This also 
means that customer loyalty is not always based on a positive attitude, and long-term 
relationships do not necessarily require positive commitment from the customers. This 
distinction is important as it challenges the idea that customer satisfaction (the attitude) 
leads to long-lasting relationships (the behaviour). Commitment is an implicit or 
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explicit pledge of relational continuity (Oliver, 1999) and the need for customer 
participation in service delivery makes, the concept of commitment especially relevant 
in service industries (Kelley and Davis, 1994; White and Schneider, 2000). 
Commitment however can still be found in significantly varying theoretical 
conceptualization . It is defined here as the customer's long term ongoing orientation 
towards a relationship grounded on both an emotional bond to the relationship 
(affective aspect) and on the conviction that remaining in the relationship will yield 
higher net benefits then terminating it (Cognitive aspect).This definition consciously 
excludes behavioural aspects like investment in the relafionship or different forms of 
mutual adaptation which can be found subsumed under commitment by some authors 
(Brown, Lusch and Nicholson, 1995). It seems more appropriate to consider these overt 
behaviors as outcomes of high levels of commitment to a relationship and not to blend 
them into one definition with their intrapsychological antecedents. In order to bring out 
the differences between positive and negative commitment, the study has tried to 
distinguish commitment into two types viz. positive (Affective) and negative 
(Continuance) commitment. 
Behavioural Component 
From the behavioural point of view indicators like length of the relationship, recency, 
frequency, monetary value and regularity are used most often to get an idea of 
relationship strength. Another behavioral indicator could be whether the customer 
simultaneously uses also competing companies or only uses company X (Liljander and 
Strandvik, 1994). In other words, is the customer single brand loyal or is she multi 
brand loyal. 
1.5 Rationale for selecting the industry 
The study focuses on two industries viz. Airlines and Passenger Car Industry. 
Since this study is industry specific, it is pertinent to first mention the industries this 
study will focus on. Industries have been idenfified as forming the two ends of 
tangibility-intangibility continuum as suggested by Lovelock (2001). The industry with 
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a substantially higher tangible element is represented by Passenger Car Industry 
whereas kirlines is taken as the industry with a considerably high level of intangibility. 
In comparing airlines to automobiles, one sees obvious similarities. The element of 
transportation is common to both. Yet in spite of their similarities, the two entities are 
not the same, either in configuration or in marketing implications. In some ways, airline 
travel and automobiles are mirror opposites ,A car is a physical possession that renders 
a service Airline travel on the other hand, cannot be physically possessed. It can only 
be experienced. Furthermore, the reason for choosing Airline Industry was motivated 
by the fact that airline sector has been an early adopter of contemporary relationship 
marketing strategies. The characteristics of the product offered by airlines have lent 
themselves to a relationship marketing approach, with a small number of high value 
transactions, for which customer details are routinely recorded for a variety of 
promotional, accounting and operational reasons. 
Also relationship strength would be expected to be affected by the extent of contact 
between the customer and service worker. Thus airlines has been chosen as one 
industry for the exclusive service domain passenger car industry has been chosen 
because of the inherent similarities (both fall in the transportation industry) and 
differences (while airlines is predominantly intangible, Passenger car industry is 
predominantly tangible with supporting services. Since the extent of contact in case of 
passenger car industry largely emanates from the supporting services, it has been 
extensively covered in the study. 
The researcher's study has excluded prospects and has looked at exclusively customers 
who have made atleast one purchase. Furthermore it must be acknowledged that amidst 
the similarities, the differences also point to the fact that how the different industry 
dynamics impact the process and outcome of relationships. 
In other words, which variable impacts the quality and strength of customer 
relationship in each of the two industries needs to be elaborated and the differences (or 
absence of it) needs to be clearly established. 
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1.6 Brief Description of companies covered in the study 
The six companies covered in this study have been briefly described in this section. The 
description has been taken either from the company websites or have been obtained 
through a google search . 
Jet Airways 
Incorporated in the 1992,Jet Airways Ltd has been engaged in Air Domestic Transport 
services in India. Since its commencement of business, the company has emerged the 
largest domestic airline in India. From 4 Aircrafts in 1993-94 to 42 Aircrafts in January 
2005 signifies the growth of the company. The company enjoys over 42% of market 
share in the domestic circuit. 
The company has bagged the prestigious Air Transport World Award 2001 for Market 
Development and the TTG Travel Award 2002 for Best Domestic Airline. Jet Airways 
was the first Airline in India to receive the World Travel Market Global Award. The 
company has also won the prestigious H&FS Domestic Airline of the year Award for 
four times with the latest one in 2001. 
Jet Airways is one of the few airlines in the world, having ISO 9001 Certification for its 
in-flight services. 
Indian Airlines 
Indian Airlines came into being with the enactment of the Air Corporations Act 1953 
and was entrusted with the responsibility of providing air transportation within the 
country as well as to the neighbouring countries. Indian Airlines was given the task to 
assimilate various dimensions of the eight private airlines, which were nationalized to 
provide well coordinated, adequate, safe, efficient and economical air services. The 
airlines began its operation on 1st August, 1953. At the time of nationalization, Indian 
Airlines inherited a fleet of 99 aircraft consisting of various types of aircraft which 
were gradually replaced by Viscount, F27 and HS748. Nineteen hundred and sixty four 
(1964) was the beginning of the jet era in Indian Airlines when the Caravelle aircraft 
was inducted into the fleet. Between 1970 and 1982 Indian Airlines started inducting 
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first batch of wide bodied Airbus A320 aircraft (19 aircraft) in June, 1989. Latest 
acquisition in lAL's fleet, the Airbus A319, was inducted in December, 2005. 
Today, Indian Airlines, together with its fiilly owned subsidiary Alliance Air, has a 
fleet of 70 aircraft (3 wide bodied airbus A300s, 47 fly-by-wire airbus A320s, 3 Airbus 
A319s, II Boeing 737s, 2 Dornier Do-228 aircraft and 4 ATR-42. lA has already 
placed order for 43 new aircraft (i.e. 19 A319s, 4 A320s & 21 A321s), and their 
induction in lAL is expected to commence w.e.f November, 2006. 
Indian Airlines has been setting the standards for civil aviation in India since its 
inception in 1953. It has many firsts to its credit, including introduction of the wide 
bodied A300 aircraft on the domestic network, the fly-by-wire A320, domestic shuttle 
service, walk in flights and easy fares. Its unique logo emblazoned on the tails of all its 
aircraft has become synonymous with service, efficiency and reliability. 
The Airlines' network spans from Kuwait in the west to Singapore in the West and 
covers 76 destinations - 58 within India and 18 abroad. The Indian Airlines 
international network covers Kuwait, Oman, UAE, Qatar and Bahrain in West Asia; 
Thailand, Singapore, Malaysia and Mayanmar in South East Asia and Pakistan, 
Afghanistan, Nepal, Bangladesh, Sri Lanka and Maldives in the South Asia sub-
continent. 
Indian Airlines is presently fully owned by the Government of India and has a total 
staff strength of around 19300 employees including that of Alliance Air. Its annual 
turnover, together with that of its subsidiary Alliance Air, is well over Rs.6000 
crores(around US$ 1.4 billion). 
Indian Airlines flight operations centre around its four main hubs the main metro cities 
of Delhi, Mumbai, Calcutta and Chennai. Together with its subsidiary Alliance Air 
Indian Airlines carrier a total of over 7 5 million passengers annually. 
Air Sahara 
Air Sahara is part of the multi-crore Sahara India Pariwar. Sahara India Pariwar has 
interests in Public Deposit Mobilization, Media & Entertainment, Housing & 
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Infrastaicture, Tourism, Consumer Products and Information Technology. Starting on a 
modest scale and a capital of only Rs. 2000 in 1978, Sahara India Pariwar has traversed 
a long way to become an icon in Indian entrepreneurship 
Air Sahara began operations on December 3, 1993 following the Indian government's 
decision to open the skies to the private sector. It operated with a fleet of only two 
Boeing 737-200s. Today, its fleet includes advanced aviation technology New 
Generation Boeings 737-700s and 737-800s and Classics 737-400s and a fleet of 7 
Canadair Regional Jets offering 134 flights with 13900 seats on a daily basis. Air 
Sahara flies to various destinations in India, which include important cities like Delhi, 
Bangalore, Mumbai, Kolkata, Lucknow, Hyderabad, Pune, Chennai along with regional 
destinations like Ahmedabad, Gorakhpur, Allahabad, Bhubaneshwar, Ranchi and 
others. The airline has recently added international destinations like Singapore, 
Colombo, Kathmandu and Chicago (Code-share with American Airline) to its network 
and would be further enhancing it by adding United Kingdom (London) and Malaysia 
(Kuala Lumpur) shortly. A major investment program has been launched for the 
modernization and enhancement of its fleet. Fleet review and route rationalization have 
become the focus points of Air Sahara's strategy. 
Many services such as In-flight entertainment and coach service were launched and 
today offer tremendous value adds to our esteemed passengers. Exclusive business 
lounges are being operated at departure halls at airports in a number of cities, providing 
for business and refreshment services. Recognizing the fact that customer satisfaction is 
the ultimate aim of the airline. 
Air Sahara has taken the lead in introducing novel initiatives such as Steal-a-seat flexi 
fare options, Sixer/Super Sixer and Square Drive/Super Four. The Sixer initiative won 
the 'The Pacific Asia Travel Association' (PATA) award for the year 2003, at Bali, 
Indonesia Air Sahara's frequent flyer program called Cosmos has also become a great 
hit with the passengers as it offers faster accruals, lower redemption bars and requires 
no minimum balance for redemption. Very simply put, it is India's fastest way to fly 
free. Interline agreements with almost 98 international airlines and 36 General Sales 
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Agents spread all over the world makes it easy for a passenger to book a seat and obtain 
a ticket from any part of the world. 
Maruti 
Maruti is India's largest automobile company which has a joint venture with Suzuki of 
Japan. When Maruti entered the Indian car market, it sought to fill two very glaring 
needs. One, to provide fuel efficient, low-cost vehicles, which were reliable and of high 
quality and other to offer customers a friendly sales and after sales service. Total 
automobile value and customer satisfaction: these objectives shaped its policies and 
approach to quality. 
Additionally, the absence of an efficient public transportation system was leading to a 
growing demand for passenger cars. A burgeoning work force and growing middle 
class population meant that personal transport had become a necessity. Since the cars 
that the company manufactured were mainly entry level cars, the company successfully 
fulfilled this demand in the market. 
The first cars rolled out for sale in Dec.'83. The Company went into production in a 
record 13 months marking the beginning of a revolution in the Indian automobile 
industry. Through out the years Maruti has provided world-class contemporary Japanese 
technology, suitably adapted to Indian conditions and Indian car users. It also provided 
users with a range of cars to suit different needs. In 1997-98, its market share of 
vehicles was over 70%. In addition to leading in the economy car segment, it is also the 
leader in the luxury car segment with a market share of 38%. 'Alto' the hottest little car 
from the Maruti stable, designed specially with Indian road conditions in mind, was 
launched in Guwahati in May 2000. 
Pursuant to the tripariate agreement with the GOI and the company and Suzuki Motor 
Corproation,the company took steps for open offer for sale of 72,243,300 shares of 
Rs 5 each to be sold by GOI at the price fixed through Book Building process. To make 
the investors to pariticipate widely the face value of the shares has been subdivided 
from Rs. 100 to Rs.5. The foundry plant of Suzuki Metal India Ltd, a JV between 
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Suzuki Motor Corporation of Japan and Maruti Udyog Ltd went stream on Oct 7, 2003. 
The company rolled out its four millionth vehicle on April, 2003. 
The subsidiaries of Maruti Udyog are Maruti Insurance Brokers ltd, Maruti Insurance 
Distribution Services Ltd, True Value Solutions Ltd, Maruti Insurnace Agency 
Solutions Ltd and Maruti Insurance Agency Network Ltd. 
During 2005 the company has established a new company Maruti Suzuki Automobiles 
India Ltd in collaboration with Suzuki Motor Corporation for setting up a new 
manufacturing plant with a total investment of Rs. 15242 million. The plant is expected 
to start its commercial production by the end of 2006. The company has also 
implemented a project in the existing joint venture company, Suzuki powertrain India 
Ltd (Formely Suzuki Metal India Ltd) for the manufacture of diesel engines, petrol 
engines and transmission assemblies for four wheeled vehicles with a total investment 
of Rs. 17477 million and likely to begin commercial production by the end of 2006. 
Hyundai 
Hyundai Motor India Limited (HMIL) is a wholly owned subsidiary of Hyundai Motor 
Company, South Korea and is the second largest and the fastest growing car 
manufacturer in India. HMIL presently markets 31 variants of passenger cars in six 
segments. The Santro in the B segment, Getz in the B+ segment, the Accent in the C 
segment, the Elantra in the D segment, the Sonata Embera in the E segment and the 
Tucson in the SUV segment. 
The company recorded combined sales of 252,851 during calendar year 2005 with a 
growth of 17.26% over year 2004. HMIL is India's fastest growing car company having 
rolled-out 10,00,000 cars in just 90 months since its inception and is the largest 
exporter of passenger cars with exports of over Rs. 1,800 crores. HMIL has recorded a 
growth of 27 2% in exports over the year 2004. 
HMIL's fully integrated state-of-the-art manufacturing plant near Chennai boasts some 
of the most advanced production, quality and testing capabilities in the country. In 
continuation of its investment in providing the Indian customer global technology. 
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HMIL has announced plans for its second plant, which will produce 300,000 units per 
annum, raising HMIL's total production capacity to 600,000 per annum by 2007. 
HMIL is investing to expand capacity in line with its positioning as HMC's global 
export hub for compact cars. Apart from expansion of production capacity, HMIL plans 
to expand its dealer network, which will be increased from 157 to 200 this year. And 
with the company's greater focus on the quality of its after-sales service, HMIL's 
service network will be expanded to over 1,000 in 2006. 
The year 2005 has been a significant year for Hyundai Motor India. It achieved a 
significant milestone by rolling out the fastest "200,000th" export car. HMIL exports to 
over 60 countries globally and made a foray into the highly competitive UK market by 
exporting its first shipment of 820 cars. 
HMIL has many awards in its bouquet. Recently Sonata Embera won "Executive Car of 
The Year 2006" award by Business Standard Motoring Magazine and Tucson has been 
declared as "SUV of The Year" by NDTV Profit-Car & Bike awards 2006.The mid-size 
sedan Accent won two awards. Accent Petrol-No 1 Entry mid-size car and Accent 
Diesel-No 1 mid-size diesel car by TNS. It was declared "The Star Company" amongst 
unlisted companies by Business Standard this year. Getz got the coveted "Car of the 
Year 2005" award twice over. It was declared a winner by both Business Standard 
Motoring and CNBC-TV18 Autocar Auto awards. Hyundai Elantra won the CNBC-
TVl 8 Autocar "Best Value for Money" Car Award. 
HMIL was also the "Manufacturer of the Year" two years in a row in 2002 and 2003. 
ICICI Overdrive Awards declared Hyundai as the "Car Maker of the Year" in 2003. 
Hyundai products with state of the art technology have also been winning many 
accolades over the years. Santro bagged top honours in JD Power Asia Pacific for three 
years. Accent was ranked No. 1 in J D Power Asia Pacific APEAL for two years and 
also got Business Standard Motoring Jury award for its CRDi model. 
HMIL has also been awarded the benchmark ISO 14001 certification for its sustainable 
environment management practices. 
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Tata 
Tata Motors (Fomerly known as Tata Engineering and Locomotive Company 
Ltd),Controlled by the House of Tatas, it is the sixth-largest manufacturer of trucks in 
the world. The commercial diesel vehicles, which were called Tata Mercedes Benz, are 
now sold under the name Tata after the expiry of the collaboration agreement with 
Daimler-Benz, Germany. Apart from manufacturing light, medium and heavy 
commercial vehicles, it also manufactures passenger cars, utility vehicles, excavators 
and machine tools. The manufacturing units are located at Jamshedpur, Pune, Lucknow 
and Dharwad. 
In 1991, Tata introduced indigenously designed passenger cars - Tata Sierra and Tata 
Estate. In 1994, Tata Sumo - a muhi-utility vehicle was launched. In the same year, 
Joint Venture Agreement was signed with M/s Daimler - Benz / Mercedes - Benz for 
manufacture of Mercedes - Benz passenger cars in India. In 1997 Industrial 
Entrepreneurs Memorandum was filed for taking up manufacture of special purpose 
vehicles and construction equipment at Dharwad in Jan 1997. Management Services 
Division of the Company was transferred to the wholly owned subsidiary of Tata 
Engineering - Tata Technologies (I) Ltd, in Apr 1997. Tata Sierra Turbo launched 
100,000th Tata Sumo were rolled out. In 1998, Tata Safari - India's first Sports Utility 
vehicle was launched in Jan 1998. Concorde Motors Ltd., a Joint Venture between Tata 
Engineering and Jardine International Motors (Mauritius) Ltd. was appointed as dealer 
for the Company's passenger cars in several cities across the country, in Feb 1998. Two 
millionth vehicles were rolled out. 
Indica, India's first fully indigenous car was launched in December 1998. Telco 
Construction Equipment Company Ltd. (TELCON) came into being as a subsidiary of 
Tata Engineering, in Dec 1998. In 2000, the next generation of Indica, Indica V2 
launched in January, along with 2 new models- DLS in Diesel and LSI in the Indica 
2000 range. 100,000th Indica rolled out in March. Launch of CNG Indica in June. 
The Indica has been recognised as the "most improved car in the industry" and the 
Indica brand has emerged as one of the strongest Indian brands to have been created of 
late as well established and renowned global brands. At the Auto Expo 2002 held in 
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Delhi in January 2002, the company unveiled the new three box Sedan offering on the 
Indica platform and the same was successfully launched in the fag end of 2003 in the 
name of Indica Sedan as its first offering in the entry midsize segment. A seven seater 
Multi-purpose vehicle, Tata Indiva was unveiled at Geneva Auto Show in March 
2002. During 2004-05 the company has launched Tata Sumo Victa, Tata Spacio Gold 
& Tata Indigo Marina in Passenger Vehicles segment. 
1.7 Chapter Schema 
This thesis work has been divided into five; a brief outline of the chapter schema is 
presented in the following paragraph. Chapter 1 discusses the different facets of 
customer relationship including establishing the link between the broader concept of 
Relationship Marketing and Customer Relationship Management. Further to that, it 
examines various dimensions of quality in the context of customer relationship. Next , 
it discusses the need, rationale and research objectives of the present study. The chapter 
then concludes with concentrating on the rationale for selecting the two industries 
namely Airlines and Passenger Car Industry. Chapter 2, "Literature Review" of this 
study illustrates extant literature relevant to quality dimension of customer relationship. 
The last section of this chapter is related to research framework, proposed study model 
and the conceptualization of hypotheses. The chapter 3 titled "Research Methodology", 
details the research methodology adopted to investigate the study model and the 
objectives framed. This chapter also discusses the development of the research 
instrument the method adopted to conduct the research. Chapter 4 titled 'Analysis and 
Interpretation' discusses the profile of respondents for both the Industries.. Subsequent 
subsections of this chapter are dedicated to discussion and description of the main 
results in this section that emerged from statistical analysis for Airlines and Passenger 
Car Industry. Furthermore in this chapter, results of the empirical analysis and the 
hypothesis testing has been presented. Finally Chapter 5 titled "Conclusion and 
Recommendations", draws key conclusion of this study and discusses the 
recommendation for forging of strong customer relationships in the airlines and 
passenger car industry. The chapter also indicates the limitations and areas of future 
research. 
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CHAPTER 1W0: REVIEW OF LITERATURE 
2.1 Quality dimension of Customer relationship- an exhaustive 
review of topic of thesis 
2.2 Quality dimension of Customer relationship- Studies specific to 
Airlines and Car Industry 
CHAPTER TWO: 
REVIEW OF LITERATURE 
Chapter Outline 
This chapter presents an exhaustive hterature review of quaHty dimension in customer 
relationships The discussion in this chapter is centered on how more the quahty 
dimension in customer relationships is understood as part of this research. Furthermore, 
this chapter explores the topic specific to the two industries viz. Airlines and Passenger 
Car Industry. 
2.1 Quality Dimension of Customer Relationship-an exhaustive 
Review of Topic of Thesis 
The term relationship marketing began to find its way into the academic marketing 
literature only in the late 1980's. The first use of the term is attributable to Professor 
Leonard Berry of Texas A& M University in an American Marketing Association 
presentation in 1983. The literature on relationship marketing in the early 1990's for the 
most part did not approach the subject from the consumer's perspective. There were of 
course notable exceptions. In 1990, John Czepiel, Professor of Marketing at the New 
York University observed that a marketplace based relationship is "the mutual 
recognition of some special status between exchange partners. (Czepiel, 1990). Susan 
Fournier refers to what relationship marketing is supposed to be "the epitome of 
customer orientation" (Fournier, 1998). She writes of her concern that the term 
relationship marketing has lost its meaning since going mainstream. They suggest that 
marketers in their attempt to get closer to customers have lost sight of what a true 
relationship is. 
The literature in services marketing, in recognition of such facts, defines relationship 
marketing as the attraction, maintenance and enhancement of customer relationships 
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(Berry, 1997), or attracting, developing and retaining customer relationships (Berry and 
Parasuraman, 1991). 
Traditional measures of service relationships 
The primary outcome measures of relationships, satisfaction and quality, have an 
extensive literature in both the product and service fields yet, particularly in the 
services literature, there is still some lack of conceptual distinction between the two 
constructs. Since it is reasonable to assume a high level of correlation between the two 
constructs, most studies adopt one or the other measure, often without any discussion of 
the justification for the choice. 
Satisfaction has proven to be an elusive construct to capture. Much of the literature on 
satisfaction focuses on the expectancy-disconfirmation paradigm as a means of 
identifying the process by which customers make satisfaction evaluations. Within this 
paradigm, satisfaction occurs when expectations are confirmed or positively 
disconfirmed. Measures generally focus on assessing disconfirmation at the attribute 
level although recent extensions of the model include affective dimensions and 
emotions (Oliver, 1991). 
Several alternatives to the expectancy-disconfirmation paradigm have been proposed. 
Some suggest that values are better predictors of satisfaction because values are more 
enduring than pre-purchase expectations. Others question the expectancy-
disconfirmation model as being overly dependent on situationally-induced factors. As 
an alternative they proposed the comparison level model which suggests that 
consumers examine each product attribute against a reference set of attribute levels. 
Each of these theories have been supported in empirical studies. Yet none has been 
overwhelmingly accepted as an adequate explanation for consumer post-purchase 
evaluations Perhaps this is because satisfaction with a product or service has 
traditionally been studied as a unidimensional construct. However, in many studies, 
researchers have found that satisfaction is not a unidimensional construct (Leigh 
1987). In fact for many products and services the use of an overall, summary 
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satisfaction measure may mask important diagnostic information about the nature of 
satisfaction, its determinants and consequences. Further, the nature of these dimensions 
may vary across services. 
Another explanation for the inadequacies of existing satisfaction measures may lie in 
questions raised in the consumer behaviour literature regarding the emphasis placed on 
satisfaction research as the main method of post-purchase evaluations. Woodruff and 
Cardial have suggested that while satisfaction describes the customer's reaction to the 
value received from a particular offering, customer value describes the nature of the 
relationship between user and product. With few exceptions (Cardial et al., 1992; 
Woodruff and Cardial, 1996), studies of post-purchase evaluation do not address the 
possible relationship between value and satisfaction/dissatisfaction. Yet, as discussed in 
Woodruff and Cardial (1996) the perception of receiving added value is critical to 
understanding the nature of the relationship. Relationships which are not perceived as 
being mutually beneficial are terminated. The importance of value to the service 
experience may explain the use of quality as another measure of service effectiveness 
as in econometric terms value equals quality divided by cost. 
Regardless of the paradigm, traditional measures of satisfaction used in the service 
sector operationalize the concept on a discrete transaction basis and generally assess the 
construct from only one partner's point of view. Yet it is clear that service relationships 
are built upon repeated encounters and are dyadic. If the intention is to evaluate 
satisfaction with the relationship, current measures of satisfaction seem inadequate. 
Researchers often distinguish between satisfaction and quality based on a longitudinal 
dimension with satisfaction seen as a transaction specific evaluation while quality 
represents a long-run overall evaluation or attitude. However, the distinction between 
satisfaction and quality in service delivery has become blurred (Bitner, 1990; Bolton 
and Drew, 1991).. In fact Zeithaml et al., (1990) define quality as meeting or exceeding 
customer expectations, the traditional definition of satisfaction within an expectancy 
disconfirmation paradigm. 
One of the most prominent measures of service quality is the SERVQUAL measure 
based on Parasuraman et al. (1985) gap model. This model suggests that differences 
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between consumers' expectations about the performance of a general class of service 
providers and their assessment of the actual performance of a specific firm in that class 
drives perceptions of quality. The measurement of quality is functionally identical to 
satisfaction measures based on the expectancy-disconfirmation model. The distinction 
arises primarily from the nature of the items or attributes used. 
Another approach to SERVQUAL is simple performance measures. The marketing 
literature provides considerable evidence that this approach is superior to the 
expectations-performance gap model (Bolton and Drew, 1991; Cronin and Taylor, 
1992, Woodruff, et al., 1983). In a test of their performance-only (SERVPERF) model, 
Cronin and Taylor provide evidence that performance explains more of the variation in 
service quality than does SERVQUAL (Cronin and Taylor, 1992). 
Both SERVQUAL and SERVPERF are global measures of service quality. The use of a 
global measure in the evaluation of service relationships may, however, not be 
adequate Particularly in service relationships relying on social and structural bonding 
mechanisms which have increasing levels of customization, a global measure may not 
provide the details necessary to fiilly assess the strengths/weaknesses of the 
relationship. 
Quality measures, like satisfaction measures have been criticized as being largely 
unidimensional ( Zeithaml, 1988). Though SERVQUAL is an attempt to correct for this 
deficiency there are still other dimensions which may lead to a purchase experience 
particularly as that occurs in a relationship context. Zeithaml (1988) recognized these 
failings and proposed a model from an exploratory study utilizing a means-end 
hierarchy to investigate the relationship between price, quality and value. The resulting 
model indicates that perceived quality is one of many concepts (i.e., perceived sacrifice, 
high-level abstractions, intrinsic attributes) that result in perceived value which then 
leads to purchase. 
Obviously satisfaction and quality are important concepts in the evaluation of service 
relationships. Both are necessary but not sufficient to good relationships. However, 
much controversy surrounds these constructs and their relationship ( Cronin and Taylor, 
1992; Parasuraman et al., 1994; Teas, 1993). Some literature suggests that satisfaction 
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is an antecedent of service quality (e.g., Bitner, 1990; Bolton and Drew, 1991) while 
Parasuraman et al. (1985) suggest that perceived service quality leads to satisfaction 
Cronin and Taylor (1992) in their test of SERVPERF found evidence that the latter is in 
fact the correct causal order. Thus it appears that to adequately evaluate service 
relationships, both concepts must be measured to account for the ongoing nature of the 
relationship. 
Relationships are a multiplex phenomenon. The nature of the relationship depends on 
the kinds of satisfaction desired by the parties involved, the clients may seek socio-
emotional provisions and/or instrumental provisions, and may allow these concerns to 
determine their focus in the relationship. Thus their behavioral intentions may depend 
on the provision criterion. The relations also depend on whether the types of bonds are 
substantively grounded or emotionally based. This view reinforces the presence of such 
variables as trust which are primarily socioemotional, and the more instrumental 
provisions such as legal, planning and technical bonds, which partly reflect the variable 
commitment. The conceptualization of such variables cannot be completely 
socioemotional or instrumental, and in the interests of clarity and functionality, the 
definitions of the antecedent states of loyalty in the relationship are based on trust, 
intimacy, etc 
But it reinforces the basic assumptions in the model, that the presence of attitudinal 
variables like trust also play a role and they determine the overall benefits 
(provisions)perceived even in a business relationship. Thus, it is not solely direct 
commercial value related considerations but also such attitudinal considerations, which 
go beyond the service interaction or episode, that determine loyalty. 
Relationship strength can be seen as the resistance to disruption of the relationship. 
The relationship is developed partly on a basis of evaluations made and partly as a 
result of bonding and commitment ( Strobacka, Strandvik and Gronross, 1994). Thus 
the strength of a relationship can be derived only partly from behavioural variables 
since they only give an indication (Hoekstra, 1993) In most studies when measuring 
relationship strength one indicator at a fime is used. Since a behavioural and a mental 
dimension can be distinguished in a relationship ( Poiesz and Van Raaji, 1993, Storm, 
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1991), the individual indicator can be behavioural (descriptive) or mental (attitudinal) 
in nature. 
From the behavioural point of view indicators like length of the relationship, recency, 
frequency, monetary value and regularity are used most often to get an idea of 
relationship strength. Another behavioral indicator could be whether the customer 
simultaneously uses also competing companies or only uses company X (Liljander and 
Strandvik, 1994). From the mental viewpoint a variable like satisfaction, involvement, 
perceived switching costs, long term expectations, trust and commitment has been used 
as an indicator of relationship strength. 
Typically, commitment and trust are seen as central to the relationship paradigm of 
relational partners, and are posited as key mediating variables (KMV) (Morgan and 
Hunt, 1994). Morgan and Hunt's KMV model rests on the assumptions that these two 
are key because they encourage marketers to work at preserving the relationship 
investments with partners/clients, resist short term gains which may be lesser than 
expected benefits of staying on in the relationship, and as they view potentially high 
risk actions as acceptable since they expect that partners will not act opportunistically 
Further, both the key variables should be present for the existence of the loyal 
behaviour patterns indicated here. 
Satisfaction plays a major role here, and leads to trust when some other antecedent 
conditions are satisfied, like shared values and goals, dependence based on stable 
expectation/perception of performance, and perceived switching costs. The notion of 
sharing is central to the conveyance of meaning. People and entities to whom we feel 
closest and who mean the most to us are generally those with whom we have a great 
deal in common . They share the same values They demonstrate what Duck (1994) 
refers to as shared meaning. 
In the same way, it is proposed that commitment follows trust later on the ladder, and 
though some commitment elements start forming at this stage, the fuller commitment 
only follows when there is the antecedent of trust itself, which has led to the other more 
direct, definitive antecedents, like the various bonds and the positive attitude to 
interaction with each other. Commitment, defined as the attitude towards interactin" 
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with each other, coupled with the bonds of various types, is a determinant of 
relationship strength (Liljander and Strandvik, 1995). Relationship strength is closely 
related to loyalty, or behaviors which reflect loyalty like recommendations, repurchase 
intentions and actual repurchase, etc. (Storbacka, Strandvik and Gronroos, 1995). 
Marketing literature talks about four sources of consumer trust:-
• Generalized trust (derived from social norms) 
• System trust(rule of law, regulations, contracts, bureaucracy professionals) 
• Personality based trust(general tendency to trust/distrust determined by 
personality traits) 
• Process based trust (developed through repeated interactions, firm/brand 
specific, interpersonal) 
A customer's first encounter with a service firm is his or her first 'moment of truth' 
and is a potential first step on a road leading away from reliance on generalized, system 
and personality based trust towards a reliance on process based trust . Because system 
and generalized trust are held in common by members of society and are equally 
available to all firms, they offer less potential for competitive advantage. By building 
process based trust, however, service firms can encourage customer retention and gain 
competitive advantage (Barney and Hansen, 1994). 
Trust is a multidimensional construct with cognitive, affective and behavioral 
dimensions and recent empirical investigafions (Cummings and Bromiley, 1996) have 
supported this theorizing. In relationships, individuals trust cognitively based on their 
knowledge of their partner's character, they trust affectively based on their emotion 
towards their partners and they trust behaviorally by taking actions that display trust in 
their partners. 
Previous conceptualization s of trust in marketing research have tended to emphasize 
the cognitive dimension. The affective dimension of trust has been largely ignored in 
the literature. However, more recently, marketing researchers have examined social 
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support behaviour in service relationships (Adelman and Ahuvia, 1995; Adelman, 
Ahuvia and Goodwin, 1993) which engender affective trust. 
Trust is built up when there are assurances of higher and stable levels of satisfaction 
(the exceeding of expectations, every time, in the service quality approach), and there is 
lower risk perceived, security, a feeling of reliability about the supplier, and assistance. 
This level of service quality obviously builds trust, and can explain the threshold of 
satisfaction which precedes a change in loyalty behaviour, for some additional benefits 
are being offered, and the interactions assume a greater number of dimensions. Trust 
will lead to sharing of goals and values, as at this stage, assistance is expected and also 
given, in achieving goals that are perceived to be for the common good of both 
partners. 
Dwyer et al. (1987) relationship development process model posits that with time, a 
relationship moves along a continuum from awareness to commitment and the latter 
represents the highest stage of relational bonding. It must be acknowledged that the 
possibilities for creating and managing trust and commitment in relationships may be 
limited (Gronroos, 1994). 
A natural consequence of this may be the stage of opening up, giving more and 
accurate feedback by sharing more vital knowledge, which corresponds to intimacy. 
Relationship literature also enriches the explanation of why there is sharing, and also 
why that sharing seems to provide a jump in the level of loyalty related behaviour 
Intimacy talks of socioemotional benefits, which strengthen the relationship; and it 
implies a sharing of vital information, sharing socially and psychologically. In service 
quality terms, this would imply an increase in satisfaction due to more need areas being 
satisfied, as needs other than the usual instrumental provisions are being satisfied. Here 
the type of relationship is positive, cemented through socioemotional provisions 
including bonds such as social, planning, clubs, etc and a positive attitude towards 
interacting with each other. This directly impacts relationship strength and hence 
loyalty. 
The difference between relationship strength and customer loyalty is the difference 
between the object. The object of customer loyalty maybe either the service 
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provider/firm or a particular service worker. The former is referred to as service 
loyalty, the latter as personal loyalty. High levels of customer trust towards the firms 
employees would be expected to translate into positive attitudes towards the firm and 
high levels of customer commitment to the firm ' s employees would expect customer 
patronage of the firm .Therefore when a customer has a strong relationship with 
multiple personnel from the firm, researchers suggest a direct path between 
relationship strength and true customer loyalty to the service firm . 
Customer satisfaction with a company's products or services is often seen as the key to 
a company's success and long term competitiveness. In the context of relationship 
marketing, customer satisfaction is often viewed as a central determinant of customer 
retention. 
However there is a need to look beyond customer satisfaction as several studies have 
established that higher levels of customer satisfaction may not always resuh in higher 
levels of customer loyalty. A few empirical investigations in this area indicate that a 
direct relationship between these constructs is weak or even non existent. Some studies 
suggest satisfied customers may not be sufficient to create loyal customers (Cronin and 
Taylor, 1992; Fornell, 1992; Oliver, 1999). These studies tend to support Reichheld's 
(1993) argument that customer satisfaction is not a surrogate for customer loyalty. 
In recent times, customer satisfaction has gained new attention within the context of 
the paradigm shift from transactional marketing to relationship marketing (Gronroos, 
1994; Sheth and Parvatiyar, 1994), which refers "to all markefing activities directed 
towards establishing, developing and maintaining successfiil relational exchanges 
(Morgan and Hunt 1994). In numerous publications, satisfaction has been treated as the 
necessary premise for the retention of customers and therefore has moved to the 
forefront of relational markefing approaches(Rust and Zahorik,1993). Kotler sums this 
up when he states: "The key to customer retention is customer satisfaction" (Kotler, 
1994). Consequently, customer satisfaction has developed extensively as a basic 
construct for monitoring and controlling activities in the relationship marketing 
concept. 
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There are obviously aspects of relationship strength other than customer satisfaction. 
These include, for instance, the existence of bonds between the customer and the 
provider. These bonds function as switching barriers beside customer satisfaction. 
Another dimension relates to the customer's (and the provider's) commitment to the 
relationship. Commitment might be based on customers' intentions and plans for the 
future. 
Within the interaction approach and network approach to industrial marketing six 
different types of bonds have been suggested (Dwyer et al., 1987). These are social 
bonds, technological bonds, knowledge bonds, planning bonds, and legal/economic 
bonds. Although these six bonds can also be found in consumer markets, they are 
somewhat limited for this purpose. 
In addition to these bonds, Liljander and Strandvik (1995) have suggested that the 
consumer may also have geographical, cultural, ideological and psychological bonds to 
a service provider. They propose that ten different types of bond can be identified in the 
consumer market; legal, economic, technological, geographical, time, knowledge, 
social, cultural, ideological and psychological. 
Liljander and Strandvik (1995) argue that the first five bonds-legal, economic, 
technological, geographical and time bonds, constitute effective exit barriers for the 
consumer. They can be seen as contextual factors that cannot easily be influenced by 
the customer but can be observed and managed by the service firm. They are more 
likely to be perceived in a negative sense than the other five bonds. It is, for example, 
associated with high costs for the customer to switch banks if she is tied up with a 
mortgage in one bank. These bonds can prevent the customer from switching banks 
even when the service given is of low quality. 
The other five bonds- knowledge, social, cultural, ideological and psychological bonds, 
represent perceptual factors which are difficult to measure and manage by the firm. For 
example the cultural, ideological and psychological are directly connected to the 
customer's values and preferences. A psychological bond, where the customer is 
convinced of the superiority of a bank, is probably a very effective exit barrier. The 
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consequence of bonds is that the customer might accept lower levels of service quality, 
compared with other service companies, without breaking the relationship. 
2.2 Quality dimension of Customer relationship: Studies specific to 
Airlines and Car Industry 
One of the ways in which companies have tried to establish bonds is through the loyalty 
programs. Loyalty programs recently gained considerable practical and academic 
attention in the context of customer relationship management. The fundamental 
managerial objective of these programs is to reward loyal customer behaviour with 
special services or rebates and thereby at the same time to promote this loyal 
behaviour in order to realize the economic benefit of long term business relationships 
(Reichheld 1993, Sharp and Sharp 1997). The extent to which loyalty program actually 
achieve this objective has become increasingly the subject of scientific study (Strauss 
et al., 2001, Verhoef, 2003, Yi and Jeon, 2003, Noordhoff et al., 2004). Usually, such 
studies have focused on the question of how strong the supposed connection between 
participation in a loyalty program and increased customer satisfaction and loyalty 
actually is. 
Research on loyalty programs has increased in the last years. The effect of loyalty 
programs on loyalty and their critical success factors were investigated in the context 
off various industry settings such as automotive industry (Stauss et al., 2001), 
financial services (Bohon et al.,2000), retail stores (Noordhoff et al ,2004). The 
results of an empirical study of Stauss et al. (2001) indicate that the membership in 
an automotive customer club has a remarkable impact on the customer's relationship 
satisfaction and retention. Bolton et al. (2000) shows that participants of a loyalty 
program of a financial services provider actually tend to realize increased revenues 
and higher service usage levels and to overlook negative service experience. 
Noordhoff et al. (2004) is of the contention that a small number of alternative loyalty 
programs in a market and only little familiarity off customers with these programs 
positively affect the success of the program. This is in accordance with the results of 
the study of researchers who finds an especially high levels of spurious loyalty 
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among members of frequent flyer programs who are participating in several different 
programs 
According to Stauss, Schmidt and Schoeler (2001), "More and more companies are 
implementing loyalty programs in order to enhance their knowledge of their 
customers, to identify their valuable customers, to differentiate and give personal 
attention to these valuable customers and especially to raise profits by increasing 
customer retention and by enabling a more efficient use of marketing goals". 
They are of the opinion that few firms systematically verify whether the program they 
implemented actually achieve these goals. The consequences could be that the program 
do not achieve the retention effect aimed at or even that the overall relationship with 
the firm is weakened. 
Zins (2001) in his study of the commercial airline industry opines that if loyal 
customer needs to be traced, three conceptual perspectives are conceivable. First there 
are behavioural concepts which strictly look at the repeat purchase behaviour that may 
be somehow biased (Conningham, 1956; Tucker, 1964). It was further argued that 
concentrating on the behavioural aspects of loyalty would consequently overestimate 
the share of true loyalty as there are always customers who are forced to repeatedly buy 
the same brand or use the same distribution channel (Day, 1969). Second the attitudinal 
perspective in contrast allows to gain supplemental understanding of loyal behaviour. 
Jacoby and Kyner (1973) advocated a six point definition of brand loyalty which they 
claimed to be attitudinally based. This view has to be supplemented by the fact that 
both authors supported a multidimensional understanding of the attitude concept 
(Lutz, 1991). The third approach applies the composite perspective combining 
attitudinal and behavioural definitions. Strong vs. weak attitudes towards the object 
paired with high vs. low repeat behaviour span the classic grid with four types of 
loyalty: true, latent, spurious and low loyalty (Day, 1969). 
Furthermore one direction of research tries to define commitment as the particularly 
cognitively anchored, positive attachment to behavioural acts which is conditional for 
distinguishing between true and spurious loyalty. (Bloemer and Kasper, 1995; Kiesler. 
1971). However two different types of commitment emerged from the literature. These 
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two are: affective and calculative commitment. (Kumar et al., 1994; Mathieu and 
Zajac, 1990) Affective commitment is non-instrumental and relies on the enjoyment of 
a satisfying object or relationship (Samuelson and Sandvik, 1997) In contrast, 
calculative commitment is instrumental (Meyer and Allen, 1984) in the way that the 
customer is forced to remain loyal against his/her desire as long as cost -benefit ratios 
or switching costs (De Ruyter et al., 1998) dictate to do so. 
According to Zins (2001), two main reasons may induce the customer to be 
calculatively committed, lack of alternatives or high personal sacrifice. He is of the 
opinion that both issues are highly relevant in the airline industry Flight routes are not 
only characterized by connecting city A with city B. Schedule elements such as 
frequency, day time and stop overs contribute to customer's overall value assessment 
Moreover, the generation of personal benefits through frequent flier programs 
influences the personal sacrifice involved. 
Furthermore, for the Airlines Industry, customer segmentation is often based on the 
airline's product (first, business or economy), the customer's purpose of traveling 
(business or private) or the frequent flier tier scheme (gold, silver, base member). 
Reinhold Rapp opines that it is probably safe to say that traditional segmentation 
approaches all suffer from the same flaw. They fail to cover the issues which are of real 
importance "what is the value of each customer'"^ and "why does the customer use our 
competitor product ?". 
Furthermore, frequent flier programs often base their decisions on mileage calculations 
which are competitive and situation driven. They do not reflect true value. The decision 
regarding which seat class to book is based on company restrictions, distance, price and 
individual needs. A customer's behaviour and expectations regarding schedule, price, 
time and service is obviously bound to vary significantly depending on whether he or 
she travels at his or her expense or on a third party budget In the light of these 
considerations, traditional segmentation processes soon lead to dead ends and are not 
appropriate tools for implementing CRM, 
In case of the passenger car industry, Bouman & Wiele(1992) in their work have 
build and tested an instrument on service quality in the Car service industry Their 
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items were factor analyzed and fall in three broad categories namely Customer 
kindness, tangibles and faith. The factors can be classified as foUows:-
Factor 1 Customer kindness - The front office personnel's approach to the customer 
and his problems regardless of the service delivered . The customer needs to be helped 
quickly and in a friendly reliable way. 
Factor 2: 'Tangibles' The essence of this actor lies in feasible concrete characteristics 
of the service. 
Factor 3 ' Faith'. The way a car service business gives the customer insight into the 
actual car servicing process . Information about the process produces faith and 
reassurance. 
Another study on the passenger car industry was conducted by Liljander and Roos 
(2002) in which they tried to explore and provide meaning to spurious and true 
relationships. They conducted a qualitative study in a car dealership in the European 
Union where profitability depends on customer commitment to both after sales services 
and the car brand. The study revealed that behavioural commitment to after sales 
services was high but that affective commitment was low to moderate. Customers were 
satisfied but did not perceive the services to be superior to the competitor's service 
offerings. They trusted authorized repair in general and did not feel that after-sales 
service would have more than a minor influence on the fiiture car purchases. 
The study was designed to investigate customer commitment, benefit and trust in after-
sales service relationships. Car-repair and maintenance services were chosen for 
several reasons. First it is a credence based service which is difficult for customers to 
evaluate and customer trust is believed to be particularly important. ( Singh and 
Sirdeshmukh, 2000). Second, customers generally expect dependable car-repair 
services from all repair shops and other benefits will be needed to win higher customer 
commitment (Gwinner et al., 1998). 
According to Liljander and Roos, private customers tend to use an authorized repair 
shop for their new car until it is approximately five years old. Thereafter most 
customers opt for cheaper spare parts than those offered by authorized repair shops 
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Furthermore in their study, a loyalty card given out by the parent company that also 
featured special offers on cars, service and spare parts was mentioned as a potential 
relationship benefit. However, this card can be obtained by anyone regardless of 
relationship length and thus constitutes a weak financial bond (Berry, 2000). 
Summary 
In the previous chapter, the conceptual framework of this research study was discussed. 
Amidst the myriad of dimensions on quality in the context of customer relationships, 
the definition which was acceptable to the researcher was mentioned and the reasons 
for choosing the proposed model was also elaborated in this chapter. The formulation 
of the various hypotheses based on the major constructs i.e. product quality, service 
quality, customer satisfaction, long term expectations, perceived switching cost, shared 
values ,trust and commitment and its impact on relationship strength is suggested in the 
concluding pages of the chapter. Also besides these nine attitudinal variables, the 
behavioural variables used in the study have also been defined and the reasons for their 
inclusion have been suggested based on past studies. However, their role in the present 
study is more in terms of using them as classification variables and proposed to be used 
for the purpose of grouping. 
The next chapter describes the research design and delineates the research instrument 
developed for this study. The next chapter also examines the issue of reliability and 
validity and provides the structure for data analysis. 
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CHAPTER THREE: 
RESEARCH METHODOLOGY 
Chapter Outline 
This chapter describes the research design and the procedures for conducting the study. 
Specifically, this chapter delineates the instrument development including pilot testing 
and the sampling, data collection, and data analysis procedures. The discussion of the 
instrument shows the operationalization of the variables. The issues of the reliability 
and validity of the measurement scales are addressed. Furthermore, this chapter 
endeavours to delineate the various research hypotheses to be tested in this study The 
structure of data analysis is also discussed and limitation of the study is also mentioned 
towards the end of this chapter. 
3.1 Research design 
In quantitative research the aim is to determine the relationship between one thing (an 
independent variable) and another (a dependent or outcome variable) in a population. 
Quantitative research designs are either descriptive (subjects usually measured once) or 
experimental (subjects measured before and after a treatment). A descriptive study 
establishes only associations between variables whereas an experiment establishes 
causality. 
Studies aimed at quantifying relationships are of two types: descriptive and 
experimental In a descriptive study, no attempt is made to change behavior or 
conditions—you measure things as they are. In an experimental study you take 
measurements, try some sort of intervention, then take measurements again to see what 
happened. 
Since this study is industry specific, it is pertinent to first mention the industries this 
study will focus on. Industries have been identified as forming the two ends of 
tangibility-intangibility continuum as suggested by Lovelock (2000). Passenger Car has 
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been chosen as the industry with a predominantly tangible good associated with it along 
with the supplemental role of after-sales service whereas Airlines is characteristic of the 
industry which is essentially an intangible along with associated supplementary 
tangible goods like food. Both the industries are part of the transportation sector but the 
major difference between the two stems from the fact that in case of car industry, the 
customers owns it but in case of airlines, the tangible part which is the aeroplane or 
food are never owned by the customer. 
Research designed to answer questions about the current state of affairs is known as 
descriptive research. This study applies descriptive research design for both the sectors. 
Furthermore one distinction that is made in descriptive research concerns whether it 
is qualitative or quantitative in orientation. Qualitative research is descriptive research 
that is focused on observing and describing events as they occur with the goal of 
capturing all of the richness of everyday behaviour. The data that forms the basis of 
qualitative research are in their original rich form for instance descriptive narratives 
such as field notes and audio or video recordings. Quantitative research is descriptive 
research that uses more formal measures of behavior including questionnaires which 
are designed to be subjected to statistical analysis. This research is quantitative research 
for both the sectors. 
3.2 a) Sample Size for the Airlines Industry 
The population for this research was air travelers in any of the three domestic airlines 
viz. Jet, Air Sahara and Indian Airlines. 
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Explanation of the sample size (292) for Airlines 
AITA approved travel agents 
T 
Travel agents in Delhi/Noida region(About 
1000) 
T 
Identified the top 20% (200) 
T 
Those who were willing to participate and were 
contactable (20) 
Asked them to share their list of regular 
customers (20 *100=2000) 
I 
Identified those who were residing in Delhi/ 
Noida(IOOO) 
I 
Those who fly Jet Airways/Indian airlines or Air 
Sahara(500) 
(Applied systematic sampling and chose Ivery 10 ' customer listed) I 
Contactable over phone and showed willingness 
to participate (350) 
T 
Returned the form duly filled (292) 
A systematic sample of airline travelers which was generated from the list provided by 
the travel agents was used for the survey. In systematic random sampling that is one of 
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probability sampling techniques, the sample is chosen by selecting a random starting 
point and then picking every i"' element in succession from the sampling frame 
(Malhotra, 1999). In this study, every lO"" item was picked up for consideration and for 
inclusion in the final sample. 
The data were collected using an online survey distributed by e-mail as also using 
telephone as the communication channel for communication. The minimum sample 
size required for this research was determined by the following factors: power, 
confidence level, effect size, model specification, model size, normality, and maximum 
likelihood estimation (Hair, Anderson, Tatham, & Black, 1998). In path analysis, a 
sample size of 200 is recommended considering the model specification, model size 
and normality. A sample size exceeding 500 is considered to be too large, however, 
because it makes the method too sensitive and results in detecting almost any 
difference. 
The research variables for the Airlines Sector are Relationship Strength ,Service 
Quality, Satisfacfion, Trust, Relationship Commitment, Shared Values, Long term 
expectations and Perceived Switching cost. As a general rule, the sample size should 
allow at least five cases for each variable and a more acceptable sample size would 
allow ten cases for each variable to be analyzed (Hair, Anderson, Tatham, & Black, 
1998). 
With the 42 items for the determinants of relationship strength characteristics for the 
Airlines Industry , a minimum sample size of 210 was required and a more acceptable 
sample size of 420 in accordance with the recommendation of Hair et al 1998. The 
sample size for the study was chosen in between this range. Furthermore to account 
for some missing cases as also errors due to various biases like that of respondent or 
interviewer, the target sample size chosen was 292. The flow chart above describes 
the progression and final sample selecfion of 292. 
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3.2 b) Sample size for the Passenger Car industry 
In case of the Passenger Car Industry, in all there were nine variables with the addition 
of Product quality besides the eight variables used in this study for the Airlines sector. 
However the total number of items counted to 44 and therefore a minimum desirable 
size of 220 was desirable. As in the case of Airlines, the target sample size was set at 
315 based on the data access of the respondent as also accounting for the missing cases 
and biases linked to that of respondent or interviewer. The population for the Passenger 
Car Industry was anybody who owned and of the three brands (company as a brand) of 
cars viz. Maruti, Hyundai and Tata .A systematic sampling of car owners was carried 
out from the list given by dealers. Every 10*"^  number was picked up from the list of 
telephone numbers which were working. 
Explanation of the sample size (315) for Passenger Car Industry 
Obtained Dealers list in Delhl/noida(5000)|. 
I 
Obtained list of customers who have purchased 
from them in last 3 years (4000) 
Residing in Delhi/noida Region(IOOO) 
T 
Telephone numbers were listed(900) 
J 
Telephone numbers working (600) 
Those who responded to telephone cails(550) 
T 
Agreed to participate (450) 
T \ih (Applied systematic sampling and chose every 10 customer listed) 
Received duly filled questionnaire (315)(20 % 
through email and 805 through courier) 
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3.3 a) Instrument Development for the Airlines Sector 
A staictured questionnaire was developed to collect data on the variables in this study 
The final version of the instrument is in Appendix A all the questions in the 
questionnaire were closed ended. 
The research variables for the Airlines Sector are Relationship Strength, Service 
Quality, Satisfaction, Trust, Relationship Commitment, Shared Values, Long term 
expectations and Perceived Switching cost. 
Some questions in the questionnaire were adopted and compiled from previous studies 
of Relationship quality and Relationship strength while others were developed or 
modified for the purposes of this study. 
The questionnaire was divided in to two parts viz. Part A and B. 
In Part A, in all there were 12 questions, four of them pertaining to the preference of 
the service provider, the most recently used brand, brand normally used (with choices 
indicating single brand preferences vis-s-vis multiple preferences and the duration of 
relationship with the variation being less than 6 months, 6months to one year, 1-2 
years, 2-3 years or greater than 3 years. 
The remaining eight variables were attitudinal variables using a 5 point Modified Likert 
Scale and were operationalized using various items. The first variable and the 
dependent variable for our study in the questionnaire is Relationship strength. Five 
items were used for this variable. The response format was a 5 point Likert type scale, 
with classifications from strongly disagree (1) to strongly agree (5). Each dimension of 
relationship strength was measured by an average score over the relevant items for that 
dimension. 
The research instrument used was a structured questionnaire which included closed 
ended questions. The questionnaire was divided in Part A and Part B.Part A contained 
questions both on the behavioural component (the first four questions pertained to the 
brand preferences, recency, brand normally used and length of the relationship). The 
remaining portion of Part A comprised of statements (Likert Scale) of agree-disagree 
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on a 5 point scale which was intended to assess the impact of the seven independent 
variables (In case of Airlines Sector) and eight independent variables (in case of 
Passenger Car Industry) on the dependent variable, relationship strength. Part B 
constituted questions largely emphasizing on the consumer demographics and 
Psychographics besides considering the aspects of frequency of travel and frequent flier 
programme membership status (Relevant only for the Airline Industry). 
The researcher's questionnaire for the Airlines Industry in Part A starts with the 
respondent's preferred airline service provider. And then moves on to discuss the 
brand used most recently and normally. The next question discusses the duration of the 
usage of service by the respondent. 
The eighth attitudinal variables are then included in the questionnaire. The first variable 
discussed is relationship strength. It is described with five itemized statements. The 
response to these statements will be on a 5 point likert scale. 
The five items used for Relationship strength were: You like to say positive things 
about X to other people. You encourage friends/relatives to do business with X, You 
like recommending X to others seeking your advice, you find relationship with X very 
close and You consider X your first choice to buy services. 
The next variable in the questionnaire was Service quality which was covering three 
aspects viz In-flight services. Food and Others. The items for Inflight services were: I 
always receive warm welcome and assistance on board. The cabin crew was courteous 
and efficient. The cabin crew was responsiveness to your needs. There was complete 
announcement clarity. Interaction after service was satisfactory and In-flight reading 
material was well selected 
The construct of Customer satisfaction was developed using the items as developed by 
Chiou, Droge and Hanvanich, and published in Journal of Service Research, November 
2002. The three items used were: 
I am happy about my decision to choose X, 
I believe I did the right thing when I used the services of X and 
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Overall, 1 am satisfied with the decision to use -X . 
Taist was operationalised using five items. The first four: 
a) Company acts with good intentions, 
b) Company is responsible, 
c) Company is reliable and 
d) Company is honest to investors was developed by Smith et al., 1997 and published 
in Journal of Service Research, November 2002. The fifth item viz 'Company's service 
professionals build social connection and help in increasing my self esteem' was added 
by the researcher. 
Commitment 
Both Affective and Continuance commitment used in the study were developed by 
Gordon Fullerton (1999). Affective commitment has the following four items: 
I feel like part of a family as customer of X, 
I feel emotionally attached to X, 
X has a great deal of personal meaning for me and 
I feel a strong sense of identification with X . 
Similarly Continuance commitment had the following items : 
It would be very hard for me to switch away from X right now even if I wanted to. 
My life would be disrupted if I switched away from X, 
It would be too costly for me to switch from X right now and 
Right now, staying with X is as much a matter of necessity as it is of choice. 
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Shared Values 
The items in the variable shared values has been borrowed from Netemeyer, Bolas, 
McKee and Mc.Murrian 1997). The three items for shared values include: 
I feel that my personal values are a good fit with those of the organization, 
the organization has the same values as I have with regard to fairness 
and, in general, my values and the values held by my managers are very similar. 
The other two variables chosen are long term involvement and perceived switching 
cost. The selection of these variables is endorsed by Schinjns and Schroder (1995). 
These are described in detail below:-
Long term expectations is developed using the four items viz. 
I will continue to use services of X, •^*^^'~ '"^'^-v^^^ 
I feel a lifetime association with X, j^ ^  < ^ - "^Kf)-/^" ] -* 
• * • ^ ^ ' ^ • ^ 
I expect X to enjoy a good reputation and *'^^A^ • w-—- ' " ' ^^ '^  
I will do more business with X in the next few years 
Similarly Perceived Switching Cost uses two items viz. 
You will favour X even with slight price increase and 
You will favour x even with slight reduction in quality of service. 
Part B constituted 6 questions largely emphasizing on the consumer demographics 
besides considering the aspects of frequency of travel and frequent flier programme 
membership status. (Relevant only for the Airline Industry). In particular, it had 
questions on Gender, Occupation whether business or service. Frequency of travel in a 
year (whether once, two to five times, six to 10 times or 10 to 20 times or greater than 
20), whether you travel in business or economy class and purpose of traveling whether 
h is business, leisure or combining business and leisureas also whether the respondent 
is a member of the frequent flier programme . 
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3.3 b) Instrument Development for the Passenger Car Sector 
A structured questionnaire was developed to collect data on the variables in this Sector. 
The final version of the instrument is in Appendix B. All the questions in the 
questionnaire were closed ended In all, there were 13 questions in Part A and 5 
questions in Part B In Part A, , the first four questions were pertaining to the brand 
preference, brand ownership, length of relationship and whether the respondent uses 
the authorized service centres. The remaining 9 questions were pertaining to the 9 
attitudinal variables namely Relationship Strength, Product quality. Service Quality, 
Satisfaction, Trust, Relationship Commitment, Shared Values, Long term expectations 
and Perceived Switching cost .In Part B, there were five questions included describing 
the demographics such as gender. Occupation, Monthly salary, average mileage per 
week and multiple cars ownership. 
Some questions in the questionnaire were adopted and compiled from previous studies 
of Relationship quality and Relationship strength while others were developed or 
modified for the purposes of this study. In Part A, nine variables are operationalized 
using various items. Out of these nine attitudinal variables, only product quality was the 
new variable introduced in this sector which was not present in the case of the airlines 
sector. Product quality was developed using five items: I have bought X brand for the 
product attributes like Comfort, Safety, Looks, Technically superior and Fuel efficient 
All the other eight attitudinal variables were the same as in the case of Airlines sector. 
With the exception of service quality which was included but which was developed 
differently. In service quality, the researcher relied on the questionnaire used by J.D. 
Power survey and had the following eight items:-Service Advisor promptly listens to 
your service needs, Service Advisor was helpful in listening to your service needs. 
Service advisor understands specific problems of your vehicle. It as easy getting 
appointment for service/repair. Staff was Courteous in serving you. Excellent Ability 
to fix the problem of your car. Good Availability of spare parts for service and Timely 
delivery of vehicle . 
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3.4 a) Instrument Reliability and Validity for the Airlines Sector 
The precision with which you measure things also has a major impact on sample size: 
the worse your measurements, the more subjects you need to lift the signal (the effect) 
out of the noise (the errors in measurement). Precision is expressed as validity and 
reliability. Validity represents how well a variable measures what it is supposed to. 
Validity is important in descriptive studies: if the validity of the main variables is poor, 
you may need thousands rather than hundreds of subjects. 
The validity of a scale may be defined as the extent to which differences in observed 
scale scores reflect true differences among objects on the characteristic being 
measured rather than systematic or random error. Researchers may assess content 
validity, criterion validity or construct validity. 
Types of Measurement Validity: 
• Content Validity: Is the full content of a concept's definition included in the 
measure? It includes a broad sample of what is being tested, emphasizes 
important material, and requires appropriate skills. A conceptual definition can 
be thought of as the "pace" that contains ideas and concepts. 
• Criterion Validity: Is the measure consistent with what we already know and 
what we expect? Two subcategories: predictive and concurrent 
• Predictive validity: Predicts a known association between the construct you're 
measuring and something else. 
• Concurrent validity: Associated with pre-existing indicators; something that 
already measures the same concept. 
• Construct Validity: Shows that the measure relates to a variety of other 
measures as specified in a theory. 
• Convergent Validity : Is the extent to which the scale correlates positively 
with other measures of the same construct 
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• Discriminant Validity:. Is the extent to which a measure does not correlate 
with other constructs from which it is supposed to differ. 
• Nomological validity: is the extent to which the scale correlates in theoretically 
predicted ways with measures of different but related constructs. 
Reliability 
Reliability tells you how reproducible your measures are on a retest, so it impacts 
experimental studies: the more reliable a measure, the less subjects you need to see a 
small change in the measure. 
Internal Consistency Reliability: It is used to assess the reliability of a summated 
scale where several items are summed to form a total score. In a scale of this type, each 
item measures some aspect of the construct measured by the entire scale and the 
items should be consistent in what they indicate about the characteristic. This measure 
of reliability focuses on the internal consistency of the set of items forming the scale 
The simplest measure of internal consistency is split-half reliability. The items on the 
scale are divided into two halves and the resulting half scores are correlated. High 
correlations between the halves indicate high internal consistency. The scale items can 
be split into halves based on odd and even numbered items or randomly. The problem 
is that the result will depend on how the scale items are split. A popular approach to 
overcoming this problem is to use the coefficient alpha. 
The coefficient alpha or Cronbach's alpha is the average of all possible split-half 
coefficients resulting from different ways of splitting the scale items. This coefficient 
varies from 0 to 1 and the value of 0.6 or less generally indicates unsatisfactory 
internal consistency reliability. 
Reliability and Validity of the Instrument: The precision with which you measure 
things also has a major impact on sample size: the worse your measurements, the more 
subjects you need to lift the signal (the effect) out of the noise (the errors in 
measurement). Precision is expressed as validity and reliability. Validity represents 
how well a variable measures what it is supposed to. Validity is important in 
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descriptive studies: if the validity of the main variables is poor, you may need 
thousands rather than hundreds of subjects. Reliability tells you how reproducible your 
measures are on a retest, so it impacts experimental studies: the more reliable a 
measure, the less subjects you need to see a small change in the measure 
Internal validity addresses the "true" causes of the outcomes that you observed in your 
study. Strong internal validity means that you not only have reliable measures of your 
independent and dependent variables BUT a strong justification that causally links your 
independent variables to your dependent variables. At the same time, you are able to 
rule out extraneous variables, or alternative, often unanticipated, causes for your 
dependent variables. Thus string internal validity refers to the unambiguous assignment 
of causes to effects. Internal validity is about causal control. 
Measures of variables should have validity and reliability (Cronbach, 1971; Nunally, 
1978) in order to draw valid inferences from the research. Reliability deals with how 
consistently similar measures produce similar results (Rosental & Rosnow, 1984), and 
it has the two dimensions of repeatability and internal consistency (Zigmund, 1995). 
Internal consistency refers to the ability of a scale item to correlate with other items in 
the scale that are intended to measure the same construct. Items measuring the same 
construct are expected to be positively correlated with each other. A common measure 
of the internal consistency of a measurement instrument is Cronbach's alpha. If the 
reliability is not acceptably high, the scale can be revised by altering or deleting items 
that have scores lower than a pre-determined cut-off point. If a scale used to measure a 
construct has an alpha value greater than 0.70, the scale is considered reliable in 
measuring the construct (Hair, Anderson, Tatham, & Black, 1998; Nunnally, 1978; 
Leedy, 1997). According to Schuessler (1971), a scale is considered to have good 
reliability if it has an alpha value greater than 0.60. Hair et al. (1998) suggest that 
reliability estimates between 0.6 and 0.7 represent the lower limit of acceptability for 
reliability estimates. 
The validity of a measurement instrument refers to how well it captures what it is 
designed to measure (Rosental & Rosnow, 1984). Several different types of validity are 
of concern: content validity, the degree of correspondence between the items selected 
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to constitute a summated scale and its conceptual definition; criterion validity, the 
degree of correspondence between a measure and a criterion variable, usually measured 
by their correlation; and construct validity, the ability of a measure to confirm a 
network of related hypotheses generated from a theory based on constructs. 
In this research, the content validity of the measurement instrument was assessed by 
asking experts to examine it and provide feedback for revision The expert panel 
included professors, industry practitioners in airlines industry. After they reviewed the 
questionnaire, changes were made to clarify and eliminate ambiguous statements in 
instructions and questions according to their recommendations. 
Pilot Testing 
Pilot testing of the measurement instrument was necessary to validate the items and the 
whole scale This is because some of the measurement items were developed or 
modified for the purposes of this research and because the questions in the instrument 
were newly compiled to form a new questionnaire. The pilot testing was conducted in a 
series of steps. Before the final survey instrument was set up, a preliminary 
questionnaire was developed and tested to validate the scale items to be used in the 
study. The development of the measurement scales for this research followed the 
procedures. 
The questionnaire was pretested using a convenience sample of approximately 50 
respondents in March 2004. Final data was collected over a period of three months 
from July 2004 to September 2004. To remove potential bias owning to the use of non-
probability sampling, intercept surveys were conducted at various times of the day, 3 
days a week and over weekends. Since convenience sampling was used, the researcher 
tried to ascertain a diverse respondent profile like inclusion of both genders, business 
and economy class travelers, differences in frequency of travel as also whether they are 
members of the frequent flier programme for the airline industry or not For the 
passenger car industry, the pilot testing was done keeping in mind number of cars 
owned, nature of profession, gender and mileage as also whether they visited 
authorized service centres of the company or not. 
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Instrument Reliability: Airlines Industry 
Overall Reliability for 292 respondents and 42 items was .948. The Cronbach alpha 
estimates for most of the variables used in the study have all been higher than 7. 
Instrument Validity for the Airlines Sector 
In this study one has tried to assess content validity. This is a subjective but systematic 
evaluation of how well the content of the scale represents the measurement task at 
hand. The researcher or someone else examines whether the scale items adequately 
cover the entire domain of the construct being measured. 
Establishing content validity is a largely subjective operation and relies on the 
judgements of 'experts' concerning the relevance of the material used. It is also 
situation specific and estimates made in one circumstance may not carry over to others. 
When the validator assumes that his predictor is representative of a given class of 
situations, he is involved in content validity. He has a specific notion about the kind of 
knowledge, skill, attitude or performance that should be tapped by the measuring 
instrument and he considers the instrument valid to the degree that its content is 
representative of what he wants to tap. 
Other forms of validity are measured empirically by the correlates between 
theoretically defined set of variables. High correlates here indicate that the scale is 
measuring its intended concept .(Hair et al 1998). 
3.4 b) Instrument Reliability and Validity for Passenger Car Industry 
Overall Reliability for 315 respondents and 44 items was .932. The Cronbach alpha 
estimates for the variables used in the study have all been higher than .7 except shared 
values which was obtained at .68. 
In this research, the content validity of the measurement instrument was assessed by 
asking experts to examine it and provide feedback for revision. The expert panel 
included professors, industry practitioners in passenger industry After they reviewed 
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the questionnaire, changes were made to clarify and eliminate ambiguous statements in 
instructions and questions according to their recommendations. 
Multicollinearity 
To diagnose whether multicollinearity was present in the various variables used, the 
VIF (variation inflation factor) was calculated. As the variance inflation factor 
increases, so does the variance of the regression coefficient, resulting in inflated 
standard errors in estimation. Large VIF values are an indicator of multicollinearity. A 
number of options exist to remedy multicollinearity. The preferred method is to 
eliminate one or more highly correlated independent variables (Hair, Anderson, 
Tatham, & Black, 1998; Myers, 1990); however, cautious interpretation is required to 
follow this option in order to avoid creating specification error. Another option is to use 
the model with highly correlated independent variables for prediction only; that is, to 
make no attempt to interpret the regression coefficients. Using the simple correlations 
between each independent and dependent variable to understand the relationships 
between them is one way to remedy multicollinearity (Hair, Anderson, Tatham, & 
Black). Also if the variance inflation factor is upto 10, multicillinearity is not significant 
Data Collection process 
Primary data: A survey will be conducted to collect customer (in a broader sense) data 
using a structured questionnaire to understand their profile, satisfaction and their 
perceptions of the service. Also variables such as trust and commitment need to be 
understood from the customer's viewpoint for the industries under inspection. Thus the 
study relied on primary data collection. Secondary data was used only to explain the 
market performance of all the six participating brand in the study. 
3.5 a) Hypotheses used in the study for the Airlines Industry 
Hon: Means of trust for different categories of duration is the same 
H()i2: Means of Perceived switching cost for different categories of duration is the 
same 
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Hoi.v Means of tmst for different categories of frequency of travel is the same 
Hoi4 Means of perceived switching cost for different categories of frequency of 
travel is the same 
H015: Mean of customer satisfaction is the same for different categories of recency of 
travel. 
HoK,: Mean of service quality is the same for different categories of recency of travel. 
Hon; Mean of long term expectations is the same for different categories of recency of 
travel. 
H018: Mean of relationship strength is the same for different categories of recency of 
travel 
Ho 19: Mean of commitment is the same for different categories of recency of travel. 
H020 : Means of perceived switching cost for different categories of normally used 
brand is the same. 
Hfl2!: Means of relationship strength for different service providers is the same 
H022: Means of customer satisfaction for different service providers is the same 
Ho2,v Mean of relationship strength remains the same as duration of relationship 
increases. 
H„;4 Means of service quality for members and nonmembers is the same, 
H„:s: Means of long term expectations for members and nonmembers is the same. 
H,of;. Means of relationship strength for members and nonmembers is the same. 
H„:-: Means of satisfaction for customers traveling in business class and economy class 
is the same. 
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H,,:^ : Means of service quality for customers traveling in business class and economy 
class is the same. 
H,,:-,: Means of shared values for customers traveling in business class and economy 
class is the same. 
H,,^ ,,: Means of long term expectations for customers traveling in business class and 
economy class is the same. 
H,,3i: Means of perceived switching cost for customers traveling in business class and 
economy class is the same. 
H,„;: Means of service quality for members and nonmembers is the same 
H„3,: Means of long term expectations for members and nonmembers is the same. 
Hu^t'. Means of relationship strength for members and nonmembers is the same. 
H„,>: Means of shared values for members and nonmembers is the same. 
H,,„.: Means of perceived switching cost for members and nonmembers is the same. 
H„3-: Means of relationship strength for customers traveling in business class and 
economy class is the same, 
H()3x Means of Commitment between members and nonmembers of those whose 
preferred airline is Air Sahara is the same. 
H()39: Means of shared values between members and nonmembers of those whose 
preferred airline is Air Sahara is the same. 
H()4o: Means of Perceived switching costs between members and nonmembers of those 
whose preferred airline is Air Sahara is the same . 
Ho4i: Means of Perceived switching costs for those customers who prefer Air Sahara 
and travel in business class and economy class is the same. 
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H()42 Mean of Relationship strength is same for frequent flier members and 
nonmembers. 
H()43: Mean of customer satisfaction is same for frequent flier members and 
nonmembers. 
H044: Mean of perceived switching cost is same for frequent flier members and 
nonmembers. 
H045: Mean of relationship commitment is same for frequent flier members and 
nonmembers. 
Ho46: Mean of relationship strength is same for business class vis-a-vis economy class 
H047: Mean of trust is same for business class vis-a-vis economy class. 
Ho48: Mean of customer satisfaction is same for business class vis-a-vis economy class 
H049: Mean of service quality is same for business class vis-a-vis economy class. 
Ho5o: Mean of shared values is same for business class vis-a-vis economy class. 
Ho5i: Mean of perceived switching cost is same for business class vis-a-vis economy 
class. 
H052: Mean of commitment is same for business class vis-a-vis economy class. 
H()53: Mean of relationship strength is same for males as well as females. 
H054: Mean of service quality is same for males as well as females. 
H055: Mean of commitment is same for loyal vis-a-vis non loyal group of customers. 
Ho56: Mean of perceived switching cost is same for loyal vis-a-vis non loyal group of 
customers. 
H057: Mean of shared values is same for loyal vis-a-vis non loyal group of customers 
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Ho5x: Mean of satisfaction is same for loyal group of customers in contrast to non loyal 
group 
H059. Mean of service quality is same for loyal group of customers in contrast to non 
loyal group . 
H060: Mean of trust is same for loyal group of customers in contrast to non loyal group 
H061: Mean of long term expectations is same for loyal group of customers in contrast 
to non loyal group . 
H062: Brand choice and recently used service provider are not related. 
3.5 b) Hypotheses for the Passenger Car Industry 
H063: Mean of service quality is the same between low and high income groups of 
customers. 
H064: Mean of trust is the same between low and high income groups of customers. 
H065: Mean of shared values is same between low and high income groups of 
customers. 
H()66 Mean of relationship strength is same for males as well as females. 
H067: Mean of service quality is same for males as well as females. 
Hor.x Mean of perceived switching cost is same for males as well as females. 
H069: Mean of Customer Satisfaction is the same for the different categories of the 
length of relationship. 
Ho7(): Mean values of trust is the same for the different brands of cars. 
H()7i: Mean of commitment is same for customers who patronize the authorized service 
centers to those who do not patronize the authorized service centers 
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Him- Mean of shared values is same for customers who patronize the authorized service 
centers to those who do not patronize the authorized service centers 
H073: Mean of long term expectations is same for customers who patronize the 
authorized service centers to those who do not patronize the authorized service centers 
H074: Mean of shared values is same for customers of Maruti who patronize the 
authorized service centers to those who do not patronize the authorized service centers 
H075: Mean of shared values is same for customers of Tata who patronize the authorized 
service centers to those who do not patronize the authorized service centers 
Ho76: Null Hypothesis: Mean of commitment is same for customers of Tata who 
patronize the authorized service centers to those who do not patronize the authorized 
service centers 
H077: Mean of relationship strength is same for customers who are single brand loyal 
to those who are multiple brand loyal. 
Ho78: Mean values of trust are the same for those who exhibit single brand loyalty as 
against those who exhibit multiple brand loyalty . 
H079: Mean of relationship strength is the same for those customers of Hyundai who 
own multiple cars and are single brand loyal in contrast to those who are not single 
brand loyal 
Hoxo: Null Hypothesis: Means of satisfaction for different service providers is the same 
H()8i: Null Hypothesis: Means of trust for different service providers is the same 
H0S2: Mean of commitment is same for loyal vis-a-vis non loyal group of customers. 
H083: Mean of shared values is same for loyal vis-a-vis non loyal group of customers 
H0X4: Mean of long term expectations is same for loyal vis-a-vis non loyal group of 
customers. 
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Hoxj: Mean of perceived switching cost is same for loyal vis-a-vis non loyal group of 
customers. 
H086: Mean of satisfaction is same for loyal vis-a-vis non loyal group of customers. 
H087: Mean of product quality is same for loyal vis-a-vis non loyal group of customers 
Ho8x: Mean of service quality is same for loyal vis-a-vis non loyal group of 
customers. 
Ho89- Mean of trust is same for loyal vis-a-vis non loyal group of customers. 
H()9(): Brand choice of car and ownership of car of the same brand are not related. 
Ho9i: Duration of relationship and the patronage of the authorized service centres are 
not related . 
H092: Loyalty and the patronage of the authorized service centres are not related. 
3.5 c) Hypotheses comparing Airlines and Passenger Car Industry 
Hfl93: There is no difference between means of relationship strength for Airline 
customers and for customers of Passenger Car Industry. 
Ho94 There is no difference between means of trust for Airline customers and for 
customers of Passenger Car Industry. 
H095: There is no difference between means of shared values for Airline customers and 
for customers of Passenger Car Industry . 
Ho96: There is no difference between means of long term expectations for Airline 
customers and for customers of Passenger Car Industry . 
H097: There is no difference between means of customer satisfaction for Airline 
customers and for customers of Passenger Car Industry . 
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3.6 Data Analysis 
Data was subjected to cleaning in order to look for missing values as also for errors in 
data entr>' for instance values being entered which exceed the limits predetermined in 
the questionnaire. 
Several univariate techniques both descriptive and inferential have been used Under 
descriptive analysis, the researcher has included mean, frequency distribution, standard 
deviation. Under inferential analysis, one way ANOVA has been applied as also two 
independent samples t test. The descriptive analysis under bivariate techniques has 
relied on correlation, and cross tabulations Chi square analysis has been used under the 
inferential statistics. In Multivariate techniques, the researcher has relied on factor 
analysis and Muhiple regression analysis. The entire data analysis is done using SPSS 
for Windows version 10.0. 
Expected contribution of the study 
Since loyal customers are more profitable for any organization, there is a need to 
identify better predictors of loyalty. The research is built upon the premise that 
indicators of relationship strength like trust, satisfaction and commitment are better 
predictors of loyalty and by including these parameters in customer satisfaction 
surveys, managers can modify service delivery with a focus on customer loyalty. If the 
proposed sequential process is validated, then the focus of providing services must 
change from the typical instrumental provisions to additional emotional provisions 
which will engender the trust and commitment that leads to loyalty. 
3.7 Limitation of the study 
This study validates the proposed model only for two industries viz. Passenger Car and 
Airlines and therefore limited in its scope. The results that we will obtain are only 
going to be a springboard for future research in a domain growing in theoretical and 
practical importance. Also employing a cross sectional design has its own limitations 
In any model in which causality is suggested, longitudinal studies provide for stronger 
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inferences. Furthermore this study was carried out only in Delhi and Noida and 
therefore has a hmitation due to geographical coverage as well. 
Furthermore this study has tried to use behavioural variables more as classification 
variables. However this can be further strengthened by exploring the interlinkages 
between the attitudinal and behavioural variables and how they eventually impact 
relationship strength. 
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CHAPTER FOUR: 
ANALYSIS AND INTERPRETATION 
Chapter Outline 
This chapter tries to describe the data and analyze to gain additional insights. 
The chapter indulges in both descriptive, inferential and associative statistics. It starts 
with understanding the profile of respondents for the airline and passenger car industry. 
The profile of respondents is explained by parameters such as frequency of travel, 
preferred brand, recency and the variables used in the analysis and some of the other 
demographic and psychographic variables. 
Next there is a detailed discussion on single brand loyalty which is understood to be 
very powerftjl in explaining the quality of customer relationship. Single brand loyalty is 
understood against the behavioural variables to further explain which one of them 
emerges as the most powerful in explaining incidence of such loyalty related behaviour 
The next subsection deals with hypothesis testing wherein tests such as ONE WAY 
ANOVA, Independent Sample T test, chi square are used to analyse the data and to 
draw inferences Under associative statistics, the chapter tries to analyse correlation 
coefficients along with their significance levels for the data as a whole as also for 
subsets such as those respondents who have reported a customer satisfaction value 
greater than four. 
The next subsection looks at multivariate analysis and tries to understand the data 
through multiple regression and multiple discriminant analysis first for the entire data 
and then for the separate brands. This is undertaken to understand the relative 
contribution of the ensuing independent variables for the data as a whole as also for the 
three brands under consideration both for airlines and passenger car industry. The last 
subsection provides a comparative analysis for the two sectors on both behavioural and 
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attitudinal variables for those variables which are strictly amenable for comparison 
based on the way they have been constructed. 
4.1 Data Description for the Airlines Industry 
Males in our sample account for 65% whereas females the remaining 35%.51% of our 
sample are engaged in business and the remaining 49% belong to the service class. The 
frequency of travel in a year is two to five times for 50% of the respondents, 6-10 
times for nearly 20 %, once in a year for 15 % of the respondents, 10-20 times for 10 % 
and greater than 20 for 5% of the respondents 63% of the sample of respondents travel 
by economy class and the balance 37 % by the business class. 
Figure 4.1: Purpose of traveling 
Business and 
3 6 . 1 % 
As is evident from the chart above, 42 % of the respondents travel for business, 37% 
combine business and leisure and 21 % travel for only leisure. 
Membership association 
39% of our sample are in a membership relationship with the service provider through 
their frequent flier programs. 
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Figure 4.2: Membership Status of Frequent Flier Programme 
Out of the frequent flier members, 30.4 % are members of Jet airways frequent flier 
program, 39.1% are of Indian airlines and 19.1% are of Air Sahara. 
The Economic Times in its 11^ December 2003 Brand Equity issue had published the 
results of the survey of India's most trusted brands 2003.for the first time ever, survey 
exclusively covered India's most trusted service brands. The most trusted brands survey 
aims to identify the brands that bond best with consumers. They are not just brands that 
are most familiar, they are the brands that consumers believe provide quality and 
reassurance. Conducted by premier research agency AC Nielsen ORG-MARG, the 
survey is the largest of its kind in India covering 75 service brands. 
Each brand was evaluated on 
-relatedness (does it evoke a feeling of warmth/friendliness) 
-perceived popularity 
-quality connotation (what is the kind of faith or reassurance value it has) 
-distinctiveness/uniqueness of what it stands for 
-value for money that it offers 
-repurchase intent 
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7 th As regards the service brands in the Airiine Industry, Indian airlines stood at 7 , then 
air Sahara at 38* and Jet airways got a ranking of 48*. These resuhs clearly establish 
the fact that for service brands, heritage plays a key role. 
Figure 4.3: Most Preferred Service Provider 
• Jet Airways 
• Indian Airlines 
D Air Sahara 
Table 4.1: Most preferred service provider 
Jet Airways 
Indian Airlines 
Air Sahara 
Total 
Frequency 
133 
88 
70 
294 
Percent 
45.2 
29.9 
24.8 
100.0 
Data from our sample however indicates that Jet Airways was the most preferred 
service provider of respondents(45.2%) followed by Indian Airlines at 29.9 % and Air 
Sahara at 24.8 %.Our results are not in sync with the survey results (Economic Times, 
December 2003). 
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4.1a) Data Description on behavioural variables 
In this subsection, data description of all the behavioral variables considered in the 
study will be discussed. Variables such as Recency, Frequency of use. Normally used. 
Duration and Single brand loyalty will be discussed. 
Recency was captured by asking respondents the question of 'Which service provider 
did you use in your most recent flight'. The data points to nearly 44% stating they have 
used Jet Airways, 35% giving the answer in favour of Indian Airlines and nearly 21% 
stating it was Sahara. 
Table 4.2: 
Valid 
Most recently used brand 
1 
2 
3 
Total 
Frequency 
129 
101 
64 
294 
Percent 
43.9 
34,4 
20.4 
100.0 
Valid Percent 
43.9 
34.4 
20.4 
100.0 
Further, respondents were asked the question, 'Which are the airline service providers 
you normally use ?. There were six categories out of which respondents had to tick any 
one. The six categories were as follows:-
1) Only Jet Airways 
2) Only Indian Airlines 
3) Only Sahara airlines 
4) Jet Airways and Indian Airlines 
5) Jet Airways and Sahara Airlines 
6) Jet Airways, Indian Airlines and Sahara Airlines 
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The data below clearly reveals the dominance of the 4'^  category corresponding to 
responding choosing both Jet Airways and Indian airlines with 26.5% of respondents 
stating this as the category followed by all of them being used by 19.4% . Next to that 
is category '5 ' corresponding to both Jet airways and Air Sahara with a reported 
percentage of 18%. For the purpose of examining exclusive use of one brand(later 
described as single brand loyalty), the data has reported 15% in favour of Indian 
Airlines, 13.3% in favour of Jet Airways and 7.5%) for Air Sahara. 
Table 4.3: Normally used brand 
1 
2 
3 
4 
5 
6 
Total 
Frequency 
40 
44 
22 
78 
53 
57 
294 
Percent 
13.3 
15.0 
7.5 
26.5 
18.0 
19.4 
100.0 
Valid 
Percent 
13.3 
15.0 
7.5 
26.5 
18.0 
19.4 
100.0 
Cumulative 
Percent 
13.6 
28.6 
36.1 
62.6 
80.6 
100.0 
Next we examine the duration of relationship. Respondents were asked the question, 
'How long have you been using services of X?'. Respondents had to choose from any 
of the five options listed below:-
1. <6 months 
2. 6 months-1 year 
3 1-2 years 
4. 2-3 years 
5. >3 years 
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<7-P uj 
32 7 % of the respondents have been with their preferred service provider for a period 
of more than 3 years. Next, to this is 28.6 % of respondents who have used the services 
for 2-3 years. The other three categories comprise in total a cumulative percentage of 
38.4. 
Table 4.4: Duration of relationship with the preferred sendee provider 
Valid 1 
2 
3 
4 
5 
Total 
Frequency 
20 
37 
57 
84 
96 
294 
Percent 
6.5 
12.6 
19.4 
28.6 
32.7 
100.0 
Valid 
Percent 
6.5 
12,6 
19.4 
28.6 
32.7 
100.0 
Cumulative 
Percent 
6.5 
19.0 
38.4 
67.0 
100. 
Next the discussion is for the variable frequency of travel. The question asked to 
respondents was 'What is your frequency of travel in a year'. There were four options 
available out of which the respondent had to choose any one. The four options were as 
follows:-
1. Once 
2. 2-5 
3 6-10 
4. 10-20 and 
5. >20 
Nearly half the sample size in our sample (50.3%) travels by air which ranges from 2 to 
5 times Next to this is 6-10 times in a year recorded by nearly 20 % of the respondents. 
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Table 4.5: Frequency of travel in a year by the respondents 
Valid 1 
2 
3 
4 
5 
Total 
Frequency 
45 
148 
58 
30 
13 
294 
Percent 
15.3 
50.3 
19.7 
10.2 
4.4 
100.0 
Valid 
Percent 
15.3 
50.3 
19.7 
10.2 
4.4 
100.0 
Cumulative 
Percent 
15.3 
65.6 
85.4 
95.6 
100.0 
Figure 4.4: Frequency of travel in a year 
>20 times 
4.4% 
10-20 times 
10.2% 
6-10 times 
19.7% 
Once 
15.3% 
2-5 times 
50.3% 
Single brand loyalty 
Another interesting analysis relates to single brand loyalty. Single brand loyalty is seen 
to reflect a high share of customer'. Our results reveal that as far as single loyalty is 
' Share of customer is defined as the company's share of the total amount spent by a particular customer 
in a product or service category 
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concerned, those customers who normally use Indian Airlines have exhibited the 
highest level(15%) as against 13.2% for Jet Airways and 7% for Air Sahara. 
Other characteristics of customers who are single brand loyal are presented below. 
Loyalty towards Jet Airways 
Customers who have demonstrated single brand loyalty for Jet Airways have been 
either using their services for the last two-three years (28.2%) or have used it for 
greater than 3 years (25.6%). Thus the association has been 2 years and more for 53% 
of such customers of Jet Airways who are exclusively loyal to Jet Airways. 
66.7 % of such customers are males and 33.3 % are females. Our sample suggests that 
the occupational profile of such customers is evenly divided amongst business and 
service class. 
The frequency of using Jet Airways services for these customers is either 2-5 times in a 
year (38.5%)) or once in a year (35.9%)). 59%) of such customers travel by economy 
class and the remaining 41% in business class. Most of them travel for the purpose of 
combining business and leisure (48.7%). 33%) travel for the purpose of business. 
Another very interesting insight that was observed from the data was that for JET 
Airways customers who are single brand loyal, 64.1%) of them are not members of their 
frequent flier program. 
Single Brand Loyalty for Indian Airlines 
Majority of the Customers who have demonstrated single brand loyalty for Indian 
Airlines have been using their services for greater than three years (63.6%) or have 
been using for the last two-three years (13.6 %) Thus the association has been 3 years 
and more for 63.6 % of such customers of Indian Airlines who are exclusively loyal to 
Indian Airlines. 
59.1 %) of such customers are males and 40.9 % are females. Our sample suggests that 
the occupational profile of such customers is more favorably inclined for business class 
(54.5%) and less for the service class. (45.5%) 
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The frequency of using Indian Airlines services for these customers is either 6-10 times 
in a year (25.0%) or 2-5 times in a year (54.5%). 59% of such customers travel by 
economy class and the remaining 41% in business class. Most of them travel for the 
purpose of business (61.4%) or combining business and leisure (27.3%). 
Another very interesting insight that was observed from the data was that for Indian 
Airlines, customers who are single brand loyal, 56.8% of them are not members of their 
frequent flier program . 
Transactional vs Relationship Approach 
In order to understand the characteristics of those customers who have followed a 
transactional approach vis-a-vis those who have had a relationship approach, two 
variables were studied together and data was broken down into smaller sets. The two 
variables that were taken into consideration included duration of the relationship and 
frequency of travel. The variable duration was recoded and had four categories (1 thru 
4) instead of 5 earlier. The first two categories of the earlier variable duration were 
clubbed together. 
The four Clusters and their characteristics are explained in detail in the subsequent 
lines. 
Duration> I 
Duration= 1 
Freq.=l 
III 
Hybrid 
I 
Transactional 
IV 
Purelv Relationship 
II 
Hybrid 
Freq >1 
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Table 4.6: Customer characteristics for Transactional versus Relationship Approach 
N 
Members (%) 
Mean Rel 
Strength 
Three top 
variables in 
order of mean 
I 
14 
7 
3.285 
Satisfaction> 
Trust 
3.66>3.57 
II 
42 
35.7 
3.438 
Satisfaction>Service 
QuaUty >Trust 
3.698>3.690>3.619 
III 
31 
9.7 
3.651 
Satisfaction> 
Trust>Service 
Quality 
4.00>3.99>3.91 
IV 
206 
46 
3.727 
Trust> 
Service 
Qua>lity 
3.89 >3.83 
The four clusters were organized based on frequency of usage and duration. Both these 
variables were grouped in two categories based on the time period of one year or 
beyond. The four clusters have very distinct characteristics. Mean relationship strength 
is the highest for the fourth cluster which is purely relationship oriented and is lowest 
for the one which is purely transaction oriented. The most important variable for the 
cluster which is purely relationship oriented is trust followed by service quality but for 
the cluster which is purely transaction oriented, the important variables that have 
emerged include customer satisfaction. 
4.1b) Data Description on attitudinal variables 
Mean of attitudinal variables for the overall sample are discussed in this subsection 
These means are calculated of the composite mean of the constituent items used to 
construct each of the variables. 
The codes and the corresponding variables are as follows :-
FfNALSAT Customer Satisfaction 
FINALSQ Service Quality 
FINALTRU Trust 
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FINALSV Shared Values 
FINALEXP Long teem expectations 
FlNALSWl Perceived Switching Cost 
FINALRS Relationship Strength 
FFNALCOM-— Commitment 
As is evident from the table, the highest mean is recorded for Trust followed by service 
quality, satisfaction and then the dependent variable, relationship strength. 
Table 4. 7: Descriptive Statistics for the attitudinal variables used in the study on 
Airlines Sector 
FINALSAT 
FINALSQ 
FINALTRU 
FINALSV 
FINALEXP 
FlNALSWl 
FINALRS 
FINALCOM 
N 
294 
294 
294 
294 
294 
294 
294 
294 
Minimum 
1.00 
1.33 
1.00 
1.00 
1.25 
1.00 
1.00 
1.00 
Maximum 
5.00 
4.33 
5.00 
5.00 
5.00 
5.00 
5.00 
5.00 
Mean 
3.7732 
3.8111 
3.8503 
3.2710 
3.5502 
3.1939 
3.6571 
3.1348 
Std. 
Deviation 
.7953 
.6669 
.6601 
.7767 
.7127 
.8993 
.7633 
.7554 
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4.2) Data Analysis for the Airline Industry 
4.2a) Univariate Analysis (Both descriptive and inferential) 
Analysis of Behavioural variables 
The impact of the behavioural variables undertaken for the study on the eight attitudinal 
variables is examined to elucidate the significant differences that exist due to the effect 
of the behavioural variables. 
One Way Anova was carried out . The significant results of mean attitudinal variables 
using duration of relationship as the grouping variable are as follows:-
Table 4.8: Effect of duration of relationship 
Variables 
Trust 
Perceived Switching cost 
SigF 
.013 
.046 
Hon: Means of trust for different categories of duration is the same. 
Since Means of trust is statistically significant(Sig F=.013), the null hypothesis is 
rejected in favour of alternate hypothesis that means of trust for different categories of 
duration is different. 
Hon: Means of Perceived switching cost for different categories of duration is the 
same 
Since Means of perceived switching cost is statistically significant(Sig F=.046), the 
researcher rejects the null hypothesis in favour of alternate hypothesis that means of 
perceived switching cost for different categories of duration is different. 
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Table 4.9: Effect of frequency of travel 
Variables 
Trust 
Perceived Switching cost 
SigF 
.013 
.046 
Hoi.^  Means of trust for different categories of frequency of travel is the same. 
Since Means of trust is statistically significant (fig F=.013), the researcher rejects the 
null hypothesis in favour of alternate hypothesis that means of trust for different 
categories of frequency of travel is different. 
H014: Means of perceived switching cost for different categories of frequency of 
travel is the same. 
Since Means of perceived switching cost is statistically significant (Sig F=.046), the 
researcher rejects the null hypothesis in favour of alternate hypothesis that means of 
perceived switching cost for different categories of frequency of travel is different. 
Table 4.10: Effect of Recency 
Variables 
Customer Satisfaction 
Service quality 
Long term expectations 
Relationship Strength 
Commhment 
SigF 
.026 
.044 
.029 
.002 
.056 
Hoi?: Mean of customer satisfaction is the same for different categories of recency of 
travel. 
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Since Means of customer satisfaction is statistically significant (Sig F=.026), the 
researcher rejects the null hypothesis in favour of ahernate hypothesis that means of 
customer satisfaction is different for different categories of frequency of travel. 
H016 Mean of service quality is the same for different categories of recency of travel. 
Since Means of service quality is statistically significant (Sig F=.044), the 
researcher rejects the null hypothesis in favour of alternate hypothesis that means of 
service quality is different for different categories of frequency of travel 
H017: Mean of long term expectations is the same for different categories of recency of 
travel. 
Since Means of long term expectations is statistically significant(Sig F=.029), the 
researcher rejects the null hypothesis in favour of alternate hypothesis that means of 
long term expectations is different for different categories of frequency of travel 
Hoix: Mean of relationship strength is the same for different categories of recency of 
travel. 
Since Means of relationship strength is statistically significant (Sig F=.002), the 
researcher rejects the null hypothesis in favour of alternate hypothesis that means of 
relationship strength is different for different categories of frequency of travel. 
H019: Mean of commitment is the same for different categories of recency of travel. 
Since Means of commitment is statistically significant (Sig F=.056), the researcher 
rejects the null hypothesis in favour of alternate hypothesis that means of commitment 
is different for different categories of frequency of travel. 
Table 4.11: Effect of Normally used brand 
Variables 
Perceived Switching cost 
SigF 
.059 
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Ho2o: Means of perceived switching cost for different categories of normally used 
brand is the same. 
Since Means of perceived switching cost is statistically significant (Sig F=.059), the 
researcher rejects the null hypothesis in favour of alternate hypothesis that means of 
perceived switching cost for different categories of normally used brand is different 
Out of these variables, the recency effect has been the most powerful in explaining the 
differences amongst the eight attitudinal variables. Five such variables are significantly 
different when analyzed against the effect of the most recently used brand.. Moreover, 
this is the only behavioural variable which explains the differences in mean of the 
dependent variable of the study viz. relationship strength. For both duration of 
relationship and frequency of travel, the differences amongst the groups have been 
brought about either by perceived switching cost or by trust. 
Hypothesis testing 
Table 4.12: Mean values of variables of interest (Attitudinal variables) for different 
sen'ice providers 
Relationship strength 
Service quality 
Customer Satisfaction 
Long term Expectations 
Perceived Switching cost 
Shared Values 
Trust 
Commitment 
Jet AirWays 
133 
3.73 
3.89 
3.94 
3.62 
3.19 
3.29 
3.88 
3.14 
Indian 
Airlines 
88 
3.58 
3.7 
3.58 
3.48 
3.18 
3.25 
3.82 
3.11 
Air 
Sahara 
73 
3.65 
3.77 
3.7 
3.47 
3.15 
3.24 
3.83 
3.12 
sigt 
006 
.153 
.004 
.217 
.305 
.941 
.624 
.892 
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Ho2i: Means of relationship strength for different service providers is the same 
Since Means of Relationship Strength is statistically significant (Sig F=.006), the 
researcher rejects the null hypothesis in favour of aUernate hypothesis that means of 
relationship strength for different service providers is not the same. 
As is evident from the table, Mean of relationship strength is the highest (3.73) whose 
brand choice is Jet Airways followed by Air Sahara at 3.65 and Indian Airlines at 
3.58 
H022: Means of customer satisfaction for different service providers is the same 
Since Means of customer satisfaction is statistically significant (Sig F=.004), the 
researcher rejects the null hypothesis in favour of alternate hypothesis that means of 
customer satisfaction for different service providers is not the same. 
As is evident from the table, Mean of customer satisfaction is the highest (3.94) whose 
brand choice is Jet Airways followed by Air Sahara at 3.7 and Indian Airlines at 3 58 
Ho2,i: Mean of relationship strength remains the same as duration of relationship 
increases. 
Since Significance F = 127, the researcher accepts the null hypothesis that means of 
relationship strength remains the same even if the duration of relationship increases. 
Hypothesis testing for the specific brands for a sample of single brand loyalists 
using One way ANOVA 
Table 4.13: Mean attitudinal variables scores for Members vs. Non members of Jet 
Airways loyal customers 
Variables 
Service quality 
Longterm 
expectations 
Relationship 
Strength 
Members 
4.11 
4.03 
4.11 
Non Members 
3.54 
3.35 
3.49 
Sig 
.064 
.040 
.068 
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H,,:, Means of service quality for members and nonmembers is the same 
Since Means of service quality is statistically significant (Sig F= 064), the researcher 
rejects the null hypothesis in favour of alternate hypothesis that means of service 
quality for members and nonmembers is not the same. 
As is evident from the table ,Mean of service quality is 4.11 for members and 3.54 for 
nonmembers Thus Jet Airways frequent flier members have shown a very high 
agreeability for service quality vis-vis nonmembers. 
H„:s: Means of long term expectations for members and nonmembers is the same 
Since Means of long term expectations is statistically significant (Sig F=.040), the 
researcher rejects the null hypothesis in favour of alternate hypothesis that means of 
long term expectations for members and nonmembers is not the same. 
As is evident from the table, Mean of long term expectations is 4.03 for members and 
3.35 for nonmembers. Thus Jet Airways frequent flier members have shown a very 
high agreeability for long term expectations vis-a-vis nonmembers. 
Ho2fi: Means of relationship strength for members and nonmembers is the same. 
Since Means of relationship strength is statistically significant (Sig F=.068), the 
researcher rejects the null hypothesis in favour of alternate hypothesis that means of 
relationship strength for members and nonmembers is not the same. 
As is evident from the table. Means of relationship strength is 4.11 for members and 
3.49 for nonmembers. Thus Jet Airways frequent flier members have shown a very 
high agreeability for relationship strength vis-a-vis nonmembers. 
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a) Business vs. Economy class 
Table 4.14: Differences of means for business vs. economy class for Jet Ainvays 
customers 
Variables 
Satisfaction 
Service quality 
Shared Values 
Long term 
expectations 
Perceived 
switching cost 
Business class 
4.27 
4.15 
3.54 
4.09 
4.06 
Economy class 
3.46 
3.46 
3.02 
3.25 
3.02 
Sig 
.032 
.022 
.095 
.008 
.002 
Ho;-: Means of satisfaction for customers traveling in business class and economy class 
is the same 
Since Means of customer satisfaction is statistically significant (Sig F=.032), the 
researcher rejects the null hypothesis in favour of alternate hypothesis that means of 
customer satisfaction for customers traveling in business and economy class is not the 
same . 
As is evident from the table ,Means of satisfaction is 4.27 for customers traveling in 
business class and 3.46 for those traveling by economy class. Thus Jet Airways 
business class travelers have shown a very high agreeability for satisfaction vis-a-vis 
economy class travelers. 
H„28: Means of service quality for customers traveling in business class and economy 
class is the same. 
Since Means of service quality is statistically significant (Sig F=.022), the researcher 
we reject the null hypothesis in favour of alternate hypothesis that means of service 
quality for customers traveling in business and economy class is not the same. 
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As is evident from the table. Means of service quality is 4.15 for customers traveling in 
business class and 3.46 for those traveling by economy class. Thus Jet Airways 
business class travelers have shown a very high agreeability for service quality vis-a-
vis economy class travelers. 
Hn29 Means of shared values for customers traveling in business class and economy 
class is the same. 
Since Means of shared values is statistically significant (Sig F=.022), the researcher 
rejects the null hypothesis in favour of alternate hypothesis that means of service 
quality for customers traveling in business and economy class is not the same. 
As is evident from the table ,Means of service quality is 3.50 for customers travehng in 
business class and 3.02 for those traveling by economy class. Thus Jet Airways 
business class travelers have shown a high agreeability for shared values vis-a-vis 
economy class travelers. 
H,,,,). Means of long term expectations for customers traveling in business class and 
economy class is the same. 
Since Means of long term expectations is statistically significant (Sig F=.008), the 
researcher rejects the null hypothesis in favour of alternate hypothesis that means of 
long term expectations for customers traveling in business and economy class is not the 
same. 
As is evident from the table ,Means of long term expectations is 4.09 for customers 
traveling in business class and 3.05 for those traveling by economy class. Thus Jet 
Airways business class travelers have shown a very high agreeability for long term 
expectations vis-a-vis economy class travelers. 
Ho3i: Means of perceived switching cost for customers traveling in business class 
and economy class is the same. 
Since Means of perceived switching cost is statistically significant (Sig F=.002), the 
researcher rejects the null hypothesis in favour of alternate hypothesis that means of 
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perceived switching cost for customers traveling in business and economy class is not 
the same. 
As is evident from the table, Means of perceived switching cost is 4.06 for customers 
traveling in business class and 3.02 for those traveling by economy class. Thus Jet 
Airways business class travelers have shown a very high agreeability for perceived 
switching costs vis-a-vis economy class travelers. 
Loyalty towards Indian Airlines 
One way ANOVA 
a) Members vs. Non members 
Table 4.15: Mean attitudinal variable scores for members vs. nonmembers for Indian 
Airlines customers 
Variables 
Service quality 
Longterm 
expectations 
Relationship 
Strength 
Shared Values 
Perceived 
Switching cost 
Members(N=19) 
4.10 
3.90 
4.03 
3.50 
3.5 
Non 
Members(N=25) 
3.51 
3.25 
3.42 
3.05 
2.9 
Sig 
.007 
.004 
.026 
.045 
.028 
Hoi;: Means of service quality for members and nonmembers is the same. 
Since Means of service quality is statistically significant(Sig F=.007), the researcher 
rejects the null hypothesis in favour of ahernate hypothesis that means of service 
quality for members and nonmembers is not the same. 
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As is evident from the table, Mean of service quality is 4.10 for members and 3.51 for 
nonmembers. Thus Indian Airlines frequent flier members have shown a very high 
agreeability for service quality vis-vis nonmembers. 
H,,,,: Means of long term expectations for members and nonmembers is the same. 
Since Means of long term expectations is statistically significant (Sig F=.004), the 
researcher rejects the null hypothesis in favour of alternate hypothesis that means of 
service quality for members and nonmembers is not the same. 
As is evident from the table ,Mean of long term expectations is 3.90 for members and 
3.25 for nonmembers. Thus Indian Airlines frequent flier members have shown a very 
high agreeability long term expectations vis-vis nonmembers. 
H,,,,: Means of relationship strength for members and nonmembers is the same. 
Since Means of relationship strength is statistically significant (Sig F=.026), the 
researcher rejects the null hypothesis in favour of ahernate hypothesis that means of 
relationship strength for members and nonmembers is not the same. 
As is evident from the table, Mean of relationship strength is 4.03 for members and 
3.42 for nonmembers. Thus Indian Airlines frequent flier members have shown a very 
high agreeability for relationship strength vis-vis nonmembers. 
H„35; Means of shared values for members and nonmembers is the same. 
Since Means of shared values is statistically significant(Sig F=.045), the researcher 
rejects the null hypothesis in favour of ahernate hypothesis that means of shared values 
for members and nonmembers is not the same. 
As is evident from the table ,Mean of shared values is 3.50 for members and 3.05 for 
nonmembers. Thus Indian Airlines frequent flier members have shown a very high 
agreeability for shared values vis-vis nonmembers, 
H,„„: Means of perceived switching cost for members and nonmembers is the same. 
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Since Means of perceived switching costs is statistically significant (Sig F=.028), 
the researcher rejects the null hypothesis in favour of alternate hypothesis that means of 
perceived switching costs for members and nonmembers is not the same. 
As is evident from the table, Mean of perceived switching costs is 3.5 for members and 
2.9 for nonmembers. Thus Indian Airlines frequent flier members have shown a very 
high agreeability for perceived switching costs vis-vis nonmembers. 
B) Business vs. Economy class 
Table 4.16: Differences in means for Indian Airlines customers in Business vs. 
Economy class 
Variables 
Relationship 
strength 
Business class 
3.98 
Economy class 
3.47 
Sig 
.065 
H,,,-: Means of relationship strength for customers traveling in business class and 
economy class is the same 
Since Means of relationship strength is statistically significant (Sig F=.065), the 
researcher rejects the null hypothesis in favour of alternate hypothesis that means of 
relationship strength for customers traveling in business and economy class is not the 
same . 
As is evident from the table. Means of relationship strength is 3.98 for customers 
traveling in business class and 3.47 for those traveling by economy class. Thus Indian 
Airlines business class travelers have shown a very high agreeability for relationship 
strength vis-a-vis economy class travelers. 
Loyalty for Air Sahara 
Since those who exhibited single brand loyahy in case of Air Sahara was only 29, the 
analysis for this service provider was done with selecting cases of those who opted for 
Air Sahara as their most preferred airline. 
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The differences in the means of the attitudinal variables for three groups viz. members 
vs nonmembers, business and economy class and male vis-avis females is given 
below:-
Tahle 4.17: Differences in means for Members vs. Non members of Air Sahara 
Variables 
Shared Values 
Perceived 
switching cost 
Commitment 
Members(N=30) 
3.51 
3.70 
3.5 
Non Members(N=39) 
3.05 
2.74 
2.03 
Sig 
.056 
.000 
.002 
Ho3K Means of Commitment between members and nonmembers of those whose 
preferred airline is Air Sahara is the same. 
Since Means of commitment is statistically significant (Sig F=.002), the researcher 
rejects the null hypothesis in favour of alternate hypothesis that means of commitment 
for members and nonmembers is not the same. 
As is evident from the table ,Mean of commitment is 3.50 for members and 2.03 for 
nonmembers. Thus Air Sahara frequent flier members have shown a very high 
agreeability for commitment vis-vis nonmembers. 
Ho39 Means of shared values between members and nonmembers of those whose 
preferred airline is Air Sahara is the same. 
Since Means of shared values is statistically significant (Sig F=.056), the researcher 
rejects the null hypothesis in favour of alternate hypothesis that means of shared values 
for members and nonmembers is not the same. 
As is evident from the table, Mean of shared values is 3.51 for members and 3.05 for 
nonmembers. Thus Air Sahara frequent flier members have shown a very high 
agreeability for shared values vis-vis nonmembers. 
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Ho4o: Means of Perceived switching costs between members and nonmembers of those 
whose preferred airHne is Air Sahara is the same. 
Since Means of Perceived switching costs is statistically significant (Sig F=.000), the 
researcher rejects the null hypothesis in favour of alternate hypothesis that means of 
Perceived switching costs for members and nonmembers is not the same. 
As is evident from the table ,Mean of Perceived switching costs is 3.70 for members 
and 2.74 for nonmembers. Thus Air Sahara frequent flier members have shown a very 
high agreeability for Perceived switching costs vis-vis nonmembers. 
Table 4.18: Differences in means for Business Class vs. Economy class of Air 
Sahara customers 
Variables 
Perceived 
switching cost 
Business class 
3.42 
Economy class 
3.00 
SigF 
.000 
Ho4i: Means of Perceived switching costs for those customers who prefer Air Sahara 
and travel in business class and economy class is the same. 
Since Means of Perceived switching costs is statistically significant(Sig F=.000), the 
researcher rejects the null hypothesis in favour of alternate hypothesis that means of 
Perceived switching costs for customers traveling in business and economy class is 
not the same . 
As is evident from the table, Means of Perceived switching costs is 3.42 for customers 
traveling in business class and 3.00 for those traveling by economy class. Thus Air 
Sahara business class travelers have shown a very high agreeability for relationship 
strength vis-a-vis economy class travelers. 
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Table 4.19: Differences in means for Males and females of Air Sahara Customers 
Variables 
Perceived switching 
cost 
Commitment 
Males 
3.00 
3.00 
Females 
3.55 
3.47 
Sigf 
.024 
.027 
Thus for air Sahara, the significant difference in means have emerged in case of three 
variables (Shared Values, perceived Switching Costs and Commitment) for the group 
being members vis-a-vis non members .For business and economy class, mean of only 
perceived switching costs reported significant differences. In case of gender, the 
differences were evident for perceived switching costs and commitment. 
Two Independent samples t test 
Frequent Flier members and non-members 
Ho42 Mean of Relationship strength is same for frequent flier members and 
nonmembers. 
Since the F test of sample variances has a probability that is more than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used. 
The t value is 3.652 with 291 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05. Therefore the null hypothesis of equal means is 
rejected. 
Because the mean relationship strength for members is 3.85 and that for nonmembers is 
3 52, members demonstrate a higher relationship strength than nonmembers. 
Ho4.v Mean of customer satisfaction is same for frequent flier members and 
nonmembers. 
^ 
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Since the F test of sample variances has a probability that is more than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used. 
The t value is 1.347 with 291 degrees of freedom and gives a probability of ,179 which 
is more than the significance level of .05. Therefore the null hypothesis of equal means 
is accepted. 
Because the mean value of customer satisfaction for members is 3,85 and that for 
nonmembers is 3.72, members do not demonstrate a value which is significantly 
different than nonmembers. 
H044: Mean of perceived switching cost is same for frequent flier members and 
nonmembers 
Since the F test of sample variances has a probability that is less than .05, null 
hypothesis is rejected. Therefore t test based on the "unequal variances assumed" is 
used. 
The t value is 6.141 with 273 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05.Therefore the null hypothesis of equal means is 
rejected. 
Because the mean perceived switching cost for members is 3.56 and that for 
nonmembers is 2.96, members demonstrate a higher agreeability on perceived 
switching cost than nonmembers relationship strength than nonmembers. 
H045: Mean of relationship commitment is same for frequent flier members and 
nonmembers. 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used 
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The t value is 6.86 with 291 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .OS.Therefore the null hypothesis of equal means is 
rejected. 
Because the mean relationship commitment for members is 3.48 and that for 
nonmembers is 2.90, members demonstrate a higher agreeability on relationship 
commitment than nonmembers. 
Business Class vs. Economy Class 
Class: Two independent sample t test for business vs economy class 
Ho46: Mean of relationship strength is same for business class vis-a-vis economy class. 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used. 
The t value is 1.88 with 291 degrees of freedom and gives a probability of .061 which 
is greater than the significance level of .05. Therefore the null hypothesis of equal 
means is accepted. 
H047: Mean of trust is same for business class vis-a-vis economy class. 
Since the F test of sample variances has a probability that is greater than .05,null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used 
The t value is 1.68 with 292 degrees of freedom and gives a probability of .093 which 
is greater than the significance level of .05. Therefore the null hypothesis of equal 
means is accepted. 
Ho48 Mean of customer satisfaction is same for business class vis-a-vis economy class 
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Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used. 
The t value is 2.01 with 292 degrees of freedom and gives a probability of .045 which 
is less than the significance level of .05.Therefore the null hypothesis of equal means is 
rejected. 
Because the mean satisfaction for those traveling by business class is 3.89 and those 
that travel by economy class is 3.70, customers traveling by business class demonstrate 
a higher agreeability on customer satisfaction than those traveling by economy class. 
H049: Mean of service quality is same for business class vis-a-vis economy class. 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used. 
The t value is 2.42 with 292 degrees of freedom and gives a probability of .016 which 
is less than the significance level of .05.Therefore the null hypothesis of equal means is 
rejected. 
Because the service quality for those traveling by business class is 3.93 and those that 
travel by economy class is 3.73, customers traveling by business class demonstrate a 
higher agreeability on service quality than those traveling by economy class. 
Ho5(): Mean of shared values is same for business class vis-a-vis economy class. 
Since the F test of sample variances has a probability that is greater than .05,null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used 
The t value is 1.99 with 292 degrees of freedom and gives a probability of .047 which 
is less than the significance level of .05.Therefore the null hypothesis of equal means is 
rejected. 
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Because the mean of shared values for those traveling by business class is 3.38 and 
those that travel by economy class is 3.20, customers traveling by business class 
demonstrate a higher agreeability on shared values than those traveling by economy 
class. 
Ho5i: Mean of perceived switching cost is same for business class vis-a-vis economy 
class. 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used. 
The t value is 4.00 with 291 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05. Therefore the null hypothesis of equal means 
is rejected 
Because the mean of perceived switching cost for those traveling by business class is 
3.46 and those that travel by economy class is 3.03, customers traveling by business 
class demonstrate a higher agreeability on perceived switching cost than those 
traveling by economy class. 
H052: Mean of commitment is same for business class vis-a-vis economy class. 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used. 
The t value is 3.309 with 292 degrees of freedom and gives a probability of .001 which 
is less than the significance level of .05.Therefore the null hypothesis of equal means is 
rejected. 
Because the mean commitment scores for those traveling by business class is 3.32 and 
those that travel by economy class is 3.02, customers traveling by business class 
demonstrate a higher agreeability on commitment than those traveling by economy 
class. 
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Male vs. Female 
H053: Mean of relationship strength is same for males as well as females. 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used. 
The t value is -2.657 with 292 degrees of freedom and gives a probability of .008 
which is less than the significance level of .05.Therefore the null hypothesis of equal 
means is rejected. 
Because the mean relationship strength for males is 3.57 and for females is 3.78, 
female customers demonstrate a higher agreeability on relationship strength than 
males customers. 
H()54: Mean of service quality is same for males as well as females. 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used. 
The t value is -2.004 with 291 degrees of freedom and gives a probability of .046 
which is less than the significance level of .05.Therefore the null hypothesis of equal 
means is rejected. 
Because the mean service quality scores for males is 3.75 and for females is 3.91, 
female customers demonstrate a higher agreeability on service quality than male 
customers.. 
Loyal vs. Nonloyal customers 
Two independent sample t test was also conducted on two categories of customers 
described as loyal as against nonloyal. These two categories were created by recoding 
the means of relationship strength values with a cut off kept at 4. Thus values falling to 
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values less than 4 was used to classify non loyal customers and values equal to and 
greater than 4 was included to describe the loyal group. 
Both these groups were studied for the means of the seven attitudinal variables which 
formed part of the study. 
Ho??: Mean of commitment is same for loyal vis-a-vis non loyal group of customers. 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used 
The t value is -7.608 with 292 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05. Therefore the null hypothesis of equal means is 
rejected. 
Because the mean commitment scores for loyal group of customers is 3.49 and those 
in the non loyal group as 2.87, loyal group of customers demonstrate a higher 
agreeability on commitment than non loyal group of customers. 
Hosf,: Mean of perceived switching cost is same for loyal vis-a-vis non loyal group of 
customers. 
Since the F test of sample variances has a probability that is greater than. 05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used 
The t value is -5.273 with 292 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05. Therefore the null hypothesis of equal means is 
rejected. 
Because the mean perceived switching cost scores for loyal group of customers is 
3.50 and those in the non loyal group as 2.97, loyal group of customers demonstrate a 
higher agreeability on perceived switching cost than non loyal group of customers . 
Page 102 
Ho57 Mean of shared values is same for loyal vis-a-vis non loyal group of customers. 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used 
The t value is -7.66 with 292 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05. Therefore the null hypothesis of equal means is 
rejected. 
Because the mean of shared values scores for loyal group of customers is 3.64 and 
those in the non loyal group as 3.00, loyal group of customers demonstrate a higher 
agreeability on shared values than non loyal group of customers. 
H()5si: Mean of satisfaction is same for loyal group of customers in contrast to non loyal 
group. 
Since the F test of sample variances has a probability that is less than 05, null 
hypothesis is rejected. Therefore t test based on the "unequal variances assumed" is 
used. 
The t value is -9.49 with 283 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05.Therefore the null hypothesis of equal means is 
rejected. 
Because the mean of satisfaction for loyal group is 4.2 and that for nonloyal group is 
3 46, loyal group members demonstrate a higher agreeability on satisfaction than non 
loyal group members. 
Uosc,'. Mean of service quality is same for loyal group of customers in contrast to non 
loyal group. 
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Since the F test of sample variances has a probability that is less than .05, null 
hypothesis is rejected. Therefore t test based on the "unequal variances assumed" is 
used. 
The t value is -10.33 with 259 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05.Therefore the null hypothesis of equal means is 
rejected. 
Because the mean of service quality for loyal group is 4.18 and that for nonloyal 
group is 3.54, loyal group members demonstrate a higher agreeability on service 
quality than non loyal group members.. 
Ho6o: Mean of trust is same for loyal group of customers in contrast to non loyal group. 
The t value is -6.55 with 276 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05.Therefore the null hypothesis of equal means is 
rejected. 
Because the mean of trust for loyal group is 4.10 and that for non loyal group is 
3.66, loyal group members demonstrate a higher agreeability on trust than non loyal 
group members.. 
Hoei: Mean of long term expectations is same for loyal group of customers in contrast 
to non loyal group . 
Since the F test of sample variances has a probability that is less than .05, null 
hypothesis is rejected. Therefore t test based on the "unequal variances assumed" is 
used. 
The t value is -9.80 with 291 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05. Therefore the null hypothesis of equal means is 
rejected. 
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Because the mean of long term expectations for loyal group is 3.95 and that for 
nonloyal group is 3.26, loyal group members demonstrate a higher agreeability on long 
term expectations than non loyal group members.. 
4.2 b) Bivariate Analysis (Both descriptive and inferential) 
Crosstabulation results 
Ho62 Brand choice and recently used service provider are not related. 
Since chi-square value is statistically significant, therefore we reject the null hypothesis 
of independence between the two variables in favour of the alternate hypothesis that a 
brand choice for airlines service provider is a function of recently used brand. 
Table 4.20: Kendall tau Correlation results 
Commitment 
Trust 
Perceived 
Switching 
costs 
Long term 
expectations 
Shared Values 
Service 
quality 
Satisfaction 
Relationship 
strength (As a 
whole) 
.342 
.365 
.256 
.472 
.355 
.528 
481 
Relationship 
Strength (Jet 
Airways) 
.417 
.406 
.228 
.503 
.343 
.462 
.486 
Relationship 
strength 
(Indian 
Airlines) 
.301 
.326 
.253 
.516 
.378 
.639 
.472 
Relationship 
strength 
(Sahara 
Airlines) 
.297 
.371 
.362 
.442 
.365 
.545 
.523 
As is evident from the table below, Trust and Commitment are powerflil variables in 
explaining relationship strength only when customer satisfaction is greater than 4. 
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Table 4.21: Correlation matrix of relationship strength with customer satisfaction >4 
Overall(N=49) 
Service quality .344* 
Shared values .348 * 
Long term exp .321 * 
Trust .294 * 
Commitment .334 * 
Jet Airways(N=29) 
commitment .304* 
trust .351* 
Long term exp .337* 
Indian airlines(N=12) 
Shared values .667* 
4.2 c) Multivariate Analysis(Both descriptive and inferential) 
Multiple regression 
As stated by Sudman and Blair (1998), there are two ways of combining related 
variables into broader scales. One method is to save factor scores from the factor 
analysis and then use the factors as variables in subsequent analysis. Another method is 
simply to add together the variables thatare found to be related. 
First Approach: Using factor scores in Multiple Regression 
In order to understand the interrelationships, data was subjected to factor analysis All 
the attitudinal variables with their corresponding constituent items were subjected to 
factor analysis to get one of the descriptive measures called factor scores. 
When a factor analysis is used to group variables, the resulting factors can be treated 
as new variables that represent combinations of the original variables. Appropriate 
values for each observation on these new variables (the factors) can be calculated. 
These values are called 'factor scores'. (Sudman and Blair 1998). 
The KMO value indicates the meaning of factor analysis. For example, the greater the 
KMO value, the better the factor analysis. Therefore, the factor analysis of this research 
was considered to be excellent because the KMO value was 0.92. The Bartlett test to be 
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a fitness test for the factor analysis model showed that this model was significant at the 
0.05 level 
Second Approach: The second approach was also adopted where the related variables 
were added and a mean was taken. For example if Relationship strength has 5 items for 
each observation, the values obtained on all these 5 items were added and divided by 5 
For the purpose of our study, relationship strength was taken as the dependent variable 
and it was regressed against seven independent variables. These seven are given below 
according with their codes:-
Service quality 
Customer Satisfaction 
Perceived Switching Cost 
Long term expectations 
Shared Values 
Trust 
Commitment 
(SQ) 
(CS) 
(PSC) 
(LTE) 
(SV) 
(TRU) 
(COMM) 
The results for this approach and the previous one are shown for comparison. 
Table 4.22: Comparative analysis of the two approaches 
Multiple Regression 
Overall Standard Error of 
estimate 
Adj R square 
Using Factor Scores(Ist 
Approach 
.643 
.588 
Adding variables that 
are related(Second 
Approach) 
.506 
.561 
Standard error of regression coefficients 
Customer satisfaction 
Service quality 
Trust 
.064 
.063 
.058 
.061 
.067 
.064 
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The standard error of the estimate is another measure of the accuracy of prediction. It 
represents an estimate of the Standard deviation of the actual dependent values around 
the regression line. i.e. it is a measure of variation around the Regression line. 
Furthermore, we also have the standard error of the coefficient. A smaller standard 
error implies more reliable prediction. It is also an estimate of how much the regression 
coefficients will vary between samples of the same size taken from the same 
population. (Hair et al 1998). 
After closer introspection of the two approaches, one finds a substantial difference in 
the overall Standard Error of estimate between the two and the researcher defends 
adopting the second approach. This statement is further corroborated from the fact that 
using the second approach produces more reliable results because factor scores may be 
unstable (Sudman and Blair 1998). Furthermore the one disadvantage of factor scores 
is that they are not easily replicated across studies because they are based on the factor 
matrix which is derived separately in each study. 
For the purpose of our study, relationship strength was taken as the dependent variable 
and it was regressed against seven independent variables. These seven are given below 
according with their codes:-
'o 
Service quality (SQ) 
Customer Satisfaction (CS) 
Perceived Switching Cost (PSC) 
Long term expectations (LTE) 
Shared Values (SV) 
Trust (TRU) 
Commitment (COMM) 
The table below gives the results of muhiple regression for the whole data set and also 
for the respective three domestic brands. 
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Table 4.23: Results of Multiple regression for the Airlines Sector 
Variable 
SQ 
CS 
PSC 
LTE 
sv 
TRU 
COMM 
AdjR 
square 
Overall 
(N=292) 
.288 
.304 
161 
.561 
.000 
.000 
.010 
.000 
Jet Airways 
.270 
.316 
.179 
.191 
.572 
.015 
.000 
.075 
.014 
.000 
Indian Airlines 
.963 
.171 
.666 
.000 
.089 
.000 
Air Sahara 
.184 
,313 
.189 
.625 
.045 
.084 
.038 
.000 
According to the regression analysis, the null hypothesis that the linear relationship 
does not exist was rejected at the 0.01 significant level since the significant probability 
of the F-test was 0.000 for all the four equations summarized above. In the first 
equation, 56.1 percent of the variation in relationship strength is explained by the 
combined effect of the three statistically significant variables viz. Service quality, 
Customer satisfaction and Trust. 
Results of Multiple regression with relationship strength as the dependent variable also 
reveals the contribution of some of the attitudinal variables which have emerged as 
statistically significant. For the entire data set on the airlines industry, only three have 
emerged significant which are satisfaction, service quality and trust (relative order of 
importance) Conclusions about the importance of different variables should be based 
on standardized beta weights and not on unstandardized (raw) weights. Because 
unstandardised weights are affected by the scale magnitude of a variable. However 
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standardized coefficients would remain unchanged because standardization removes 
the effects of scale. 
The standardized Beta coefficients were used to draw the bar chart. As is clearly 
evident from the bar chart, for a change of 100 units of Customer satisfaction, the 
increase in Relationship strength will be to the tune of 31.4 units. Similarly, for a 
change of 100 units in service quality, the increase in relationship strength will be 
25.1 units . Likewise, for a change of 100 units in trust , the increase in relationship 
strength is to the tune of 13.7 units. 
Figure 4.5: Significant independent variables 
0.35i 
0.3 
0.25 
0.2 
0.15 
0.1 
0.05 
0 
Customer 
satisfaction 
Service 
quality 
Trust 
I Significant independent variables 
Table 4.24: Significant independent variables of the Airlines Industry(Standardized 
Beta Coefficients) 
Customer satisfaction 
Service quality 
Trust 
0.314 
0.251 
0.137 
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Furthermore to test for MulticoUinearity, Variance Inflation factor(VIF) is analyzed. If 
the variance inflation factor is upto 10, multicollinearity is not significant In our 
sample, for none of the above selected variables, VIE was greater than 10. this confirms 
the absence of multicollinearity. 
Results of Multiple Regression were also carried out for a subset of data for those 
customers who recorded a rating of 4 and higher on customer satisfaction. Out of the 
predictor variables for this data , only shared values emerged as statistically significant. 
Multiple regression was also carried out for the three preferred airlines separately. 
Jet Airways 
Results of Multiple regression with relationship strength as the dependent variable also 
reveals the contribution of some of the attitudinal variables which have emerged as 
statistically significant. (Refer to table 4.23). 
For the data set pertaining to Jet Airways (Refer to table 4.23), only four have 
emerged significant which are satisfaction, service quality, commitment and long term 
expectations (relative order of importance). Furthermore to test for Multicollinearity, 
Variance Inflation factor(VIF) is analyzed. If the variance inflation factor is upto 10, 
multicollinearity is not significant In our sample, for none of the above selected 
variables, VIF was greater than 10. This confirms the absence of multicollinearity. 
Indian airlines 
Results of Multiple regression with relationship strength as the dependent variable also 
reveals the contribution of some of the attitudinal variables which have emerged as 
statistically significant. 
For the data set pertaining to Indian airlines(Refer to table 4.22) ,only two have 
emerged significant which are service quality and shared values (relative order of 
importance) Furthermore to test for MuhicoUinearity, Variance Inflation factor (VIF) 
is analyzed. If the variance inflation factor is upto 10, multicollinearity is not 
significant In our sample, for none of the above selected variables, VIF was greater 
than 10. this confirms the absence of multicollinearity 
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Air Sahara 
Results of Multiple regression with relationship strength as the dependent variable also 
reveals the contribution of some of the attitudinal variables which have emerged as 
statistically significant. 
For the data set pertaining to Air Sahara ,only three have emerged significant which 
are satisfaction, perceived switching cost and service quality (relative order of 
importance). Furthermore to test for MuhicoUinearity, Variance Inflation factor (VIF) 
is analyzed. If the variance inflation factor is upto 10, multicollinearity is not 
significant In our sample, for none of the above selected variables, VIF was greater 
than 10 this confirms the absence of multicollinearity 
Discriminant analysis 
Discriminant analysis is a technique for analyzing data when the criterion or dependent 
variable is categorical and the predictor or independent variables are interval in nature. 
When the dependent variable has two categories, the technique is known as two group 
discriminant analysis. 
The researcher has used two group discriminant analysis where the two groups to be 
studied include loyal or disloyal. Furthermore, the researcher has used stepwise 
discriminant analysis. In this approach, the predictor variables are entered sequentially 
based on their ability to discriminate among groups. This method is appropriate when 
the researcher wants to select a subset of the predictors for inclusion in the discriminant 
function. 
To facilitate the understanding, the researcher has performed discriminant analysis to 
screen the customers and classify them as either ' loyal' or 'disloyal' based on the 
remaining independent variables viz. 
Service quality (SQ) 
Customer Satisfaction (CS) 
Perceived Switching Cost (PSC) 
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Long term expectations 
Shared Values 
Trust 
Commitment 
(LTE) 
(SV) 
(TRU) 
(COMM) 
The researcher builds a discriminant function and finds out :-
1) the percentage of customers that it is able to classify correctly 
2) statistical significance of the discriminant function 
3) Which of the independent variables are relatively better in discriminanting 
between 'loyal' and 'disloyal' customers. 
Description 
The dependent variable used in this analysis is loyalty of customer . Thus 
1 = Disloyal customer 
2 =Loyal customer 
Two categories of customers described as loyal as against nonloyal are being created 
These two categories were created by recoding the means of relationship strength 
values with a cut off kept at 4. Thus values falling to values less than 4 was used to 
classify non loyal customers and values equal to and greater than 4 was included to 
describe the loyal group. 
For Airlines Industry, the researcher observes that the discriminant flinction obtained is 
able to classify 76.8 percent of cases correctly.The overall Wilk's Lambda is 0.689 
which should be typically less than 0.5 for better discriminating power. However, the 
probability value for Chi-square indicates that the discriminant function between the 
two groups is highly significant. 
Using stepwise discriminant analysis, the following four independent variables have 
entered the model. At each step, the variable that minimizes the overall Wilks Lambda 
is entered. These four variables are:-
1) Service quality 
2) Long term expectations 
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3) Commitment 
4) Satisfaction 
Examining tlie standardized canonical discriminant function coefficients reveals the 
following coefficients:-
1) Service quality .378 
2) Long term expectations .258 
3) Commitment .366 
4) Satisfaction .321 
Thus the highest discriminating power emerges for service quality followed by 
commitment, satisfaction and long term expectations in that order. 
Table 4.25: Means for loyal vs disloyal customers of Airlines Sector 
Variable 
Commitment 
Trust 
Perceived 
Switching costs 
Long term 
expectations 
Shared Values 
Service quality 
Satisfaction 
Overall mean 
3.13 
3.85 
3.19 
3.55 
3.27 
3.81 
3.77 
Mean for nonloyal 
2.88 
3.67 
2.97 
3.27 
3.00 
3.54 
3.47 
Mean for loyal 
3.49 
4.10 
3.5 
3.95 
3.64 
4.18 
4.20 
Furthermore based on the mean value analysis of its variables for both the groups, one 
finds that for the overall sample, the maximum mean value is for trust followed by 
service quality and satisfaction, for the loyal group, highest mean value is 
demonstrated for satisfaction , service quality and then trust. 
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Discriminant analysis results for the three brands 
Table 4.26: Discriminant analysis results for the three brands 
Variable 
Overall Wilks lambda 
SQ 
SAT 
TRU 
COM 
sv 
LTE 
% of cases correctly 
classified 
SigF 
Jet Airways 
.602 
.542 
.817 
65% 
.000 
Indian Airlines 
.600 
1.00 
83% 
.000 
Air Sahara 
.723 
.485 
.778 
70% 
.000 
Stepwise two group discriminant analysis was also carried out for the three 
participating brands to assess which of the independent variables are relatively better in 
discriminating between ' loyal' and 'disloyal' customers. 
The above table brings out the differences amongst brands in explaining the 
differentiating power between the loyal versus the disloyal group. In case of Jet 
Airways, commitment followed by satisfaction are the two variables which have 
emerged powerflil in their discriminating power for the two groups of customers. For 
Indian Airlines customers, the only powerful variables for explaining the 
discriminating power between the two groups remains service quality . In case of Air 
Sahara, it is the role of satisfaction followed by service quality which is observed in 
establishing a strong explanatory power in bringing out the differences between the 
loyal and the disloyal group. 
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Summary 
This study is trying to establish the process and outcome of building up relationships 
A basic issue among researchers is whether to define brand loyahy in terms of 
- Attitudinal measures or 
- Behavioural measures 
The study has used behavioural variables as grouping variables for the purpose of 
understanding the differences in the means of attitudinal variables in general and for the 
three participating brands in the study in particular. 
Analysis of Behavioural variables 
Out of these variables, the recency effect has been the most powerful in explaining the 
differences amongst the eight attitudinal variables. Five such variables are significantly 
different when analyzed against the effect of the most recently used brand. For both 
duration of relationship and frequency of travel, the differences amongst the groups 
have been brought about either by perceived switching cost or by trust . Mean value of 
Relationship Strength has remained unaffected by the increase in duration of 
relationship Means of relationship strength remains the same even if the duration of 
relationship increases. 
The study has also tried to examine three groups and their effect on attitudinal 
variables viz. 
-Members of Frequent flier Program vis-s-vis non members 
-Business and Economy class travelers 
-Males and Females 
Analysis of the attitudinal variables 
The results of one-way ANOVA carried out on my sample of data for Airlines clearly 
reveals that the means of relationship strength and of customer satisfaction are 
statistically different for three service providers. Mean of relationship strength is the 
highest (3 73)whose brand choice is Jet Airways followed by Air Sahara at 3.65 and 
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Indian Airlines at 3.58 The same trend is evident for customer satisfaction with the 
mean value(3 94) highest for Jet airways followed by air Sahara at 3.70 and Indian 
airlines at 3.58. 
The impact of membership association on the attitudinal variables was also studied by 
using independent samples t test. Members demonstrate a higher relationship strength 
than nonmembers. Members also demonstrate a higher agreeability on perceived 
switching cost than nonmembers. Members demonstrate a higher agreeability on 
relationship commitment than nonmembers. 
Also this study has tried to look at loyal as against disloyal group . These groups have 
been created from the dependent attitudinal variable viz. Relationship strength 
Furthermore our study has tried to establish that trust and commitment ,two important 
variables have a powerful impact only with considerably higher levels of customer 
satisfaction( the value of the scale being greater than 4). Both these variables have 
emerged statistically significant for the entire data set. 
Results of Multiple regression with relationship strength as the dependent variable also 
reveals the contribution of some of the attitudinal variables which have emerged as 
statistically significant. 
For the entire data set on the airlines industry, only three have emerged significant 
which are satisfaction, service quality and trust (relative order of importance). Another 
very interesting insight that was observed from the data was that for JET Airways 
customers who are single brand loyal, 64.1% of them are not members of their frequent 
flier program. Results of Multiple regression with relationship strength as the 
dependent variable also reveals the contribution of some of the attitudinal variables 
which have emerged as statistically significant. For the data set pertaining to Jet 
Airways ,only four have emerged significant which are satisfaction, service quality, 
commitment and long term expectafions (relative order of importance). 
One interesting insight that was observed from the data was that for Indian Airlines, 
customers who are single brand loyal, 56.8% of them are not members of their 
frequent flier program Furthermore those customers of Indian airlines whose rating of 
customer satisfaction is greater than 4, demonstrated a high correlation between 
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relationship strength and shared values which was positive and statistically significant 
as well This lends credence to our belief that completely satisfied customers of Indian 
Airlines have a strong sense of shared values with this service provider and higher this 
realization, more is their relationship bonding with the service provider 
Results of Multiple regression with relationship strength as the dependent variable also 
reveals the contribution of some of the attitudinal variables which have emerged as 
statistically significant. For the data set pertaining to Air Sahara, only three have 
emerged significant which are satisfaction, perceived switching cost and service quality 
(relative order of importance). 
Thus results of Multiple regression very clearly reveal that determinants of relationship 
strength has service quality as common variable for all the three airlines. 
However, for Jet Airways, it is more the Psychological bonds ( Commitment) 
For Indian Airlines, it is more the Ideological bonds (Shared values) 
And for Air Sahara, it is more the economic bonds (Perceived Switching cost) which 
have proven to be powerful and statistically significant.. For customers of Air Sahara, 
economic bonds are even more important than service quality as revealed by the value 
of the coefficients. 
The researcher has used two group discriminant analysis where the two groups to be 
studied include loyal or disloyal. Thus the highest discriminating power emerges for 
service quality followed by commitment, satisfaction and long term expectations in that 
order. Furthermore based on the mean value analysis of its variables for both the 
groups, one finds that for the overall sample, the maximum mean value is for trust 
followed by service quality and satisfaction, for the loyal group, highest mean value is 
demonstrated for satisfaction ,service quality and then trust. 
The differences amongst brands in explaining the differentiating power between the 
loyal versus the disloyal group is also examined for the three specific brands. In case of 
Jet Airways, commitment followed by satisfaction are the two variables which have 
emerged powerful in their discriminating power for the two groups of customers. For 
Indian Airlines customers, the only powerful variables for explaining the discriminating 
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power between the two groups remains service quality. In case of Air Sahara, it is the 
role of satisfaction followed by service quality which is observed in establishing a 
strong explanatory power in bringing out the differences between the loyal and the 
disloyal group. Thus lessons drawn for Jet Airways is to maintain high levels of 
customer satisfaction and service quality and in order to increase their loyal customer 
base substantially work towards shaping the commitment and long term expectations of 
such customers through specific initiatives directed at forging such links. 
Thus for Indian Airlines, both correlation for those customers who have reported 
customer satisfaction greater than four and multiple regression have reinforced the 
strong link between relationship strength and shared values. This lends credence to 
our belief that completely satisfied customers of Indian Airlines have a strong sense of 
shared values with this service provider and higher this realization, more is their 
relationship bonding with the service provider. Furthermore, for Indian Airlines 
customers, the only powerful variables for explaining the discriminating power 
between the two groups remains service quality Thus one can presume that while the 
older generation still gives importance to shared values, it is perhaps the younger 
generation which has started also preferring this airline and are therefore focusing on 
service quality as the sole discriminating factor. However this fact needs to be 
corroborated by further research as in this study, age of the respondent is not 
considered as the variable and is therefore one of the limitations of the study. 
For customers who refer Air Sahara, the study establishes the role of economic bonds 
(Perceived Switching cost) which have proven to be powerful and statistically 
significant.. For customers of Air Sahara, economic bonds are even more important 
than service quality as revealed by the value of the coefficients. It is perhaps a 
reflection of this realization that the highest percentage of single brand loyalists out of 
those who are members of frequent flier members programme happen to be customers 
of Air Sahara. Moreover, in case of Air Sahara, it is the role of satisfaction followed 
by service quality which is observed in establishing a strong explanatory power in 
bringing out the differences between the loyal and the disloyal group. Thus, the lessons 
that can be learnt for the company is to continuously strive towards improving 
customer satisfaction and service quality. Adding to this, the company will have to 
work on building stronger levels of bonds which incorporate not just economic aspects 
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but which along with these bonds help in much stronger ties at the psychological level 
for the bonding to remain sustainable in times to come 
4.3 Data description for the Passenger car industry 
Profile of respondents for the Passenger Car Industry 
A total sample size of 315 customers was included in the study. Out of these 315,55% 
were owning Maruti brand of passenger cars, 28 % Hyimdai and 17% Tata brand of 
cars. 
Figure 4.6: Brand Ownership for Passenger Car Industry 
Tata 
16.9% 
Maruti 
Table 4.27: Brand Ownership for Passenger Car Industry 
Valid 1 
2 
3 
Total 
Frequency 
173 
88 
54 
315 
Percent 
55.1 
28.0 
16.9 
100.0 
Valid 
Percent 
55.1 
28.0 
16.9 
100.0 
Cumulative 
Percent 
55.1 
83.1 
100.0 
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From our sample, 42.7% were owning one car,43.3 % two cars and 13.7 percent were 
owning three cars. 
Table 4.28: Number of CARS owned 
1 
2 
3 
Total 
Frequency 
134 
136 
44 
315 
Percent 
42.7 
43.3 
13.7 
100.0 
Valid 
Percent 
42.7 
43.3 
13.7 
100.0 
Cumulative 
Percent 
43.0 
86.3 
100.0 
Figure 4.7: Brand Preference for Passenger Car Industry 
Maruti 
53.8% 
As far as occupation is concerned, 45 % were representing the business class and the 
remaining 55 % service class .As regards gender classification, 62 % are males and 38 
are females. There is a predominance of customers who represent service class who 
exhibit single brand loyalty. 54.7 % of such customers represent the service class and 
the remaining business class. The salary of such customers was also examined. 45.3% 
^(<. ^ 
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of customers fall in the category where the monthly salary is greater than Rs. 25000 
followed by 34 % of those whose monthly salary ranges between Rs. 15000 to 
25000.17% of customers were part of the category where salary ranged from Rs. 
10000-15000. 
Average monthly salary 
Respondents were asked about their monthly average salary. There were four options 
available These were as follows .-
1. <10,000 
2. 10-15000 
3. 15-25000 
4. >25000 
From the sample chosen for this study, 40 percent belonged to the category where their 
monthly salary is greater than Rs. 25,000/-. Next, 28 percent were in the salary range 
of Rs. 15,000 to Rs. 25,000/-. Nearly 22 percent were part of the Rs. 10,000 to Rs 
15,000 slab and 7.3 percent were in the monthly income slab of less than Rs. 10,000 
Table 4.29 : Average Monthly salary of Respondents 
1 
2 
3 
4 
Total 
Frequency 
33 
68 
88 
126 
315 
Percent 
7.3 
21.7 
28.0 
40.1 
100.0 
Valid Percent 
7.3 
21.7 
28.0 
40.1 
100.0 
Cumulative 
Percent 
9.6 
31.2 
59.2 
99.4 
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4.3 a) Data Description on behavioural variables 
Behavioural variables 
Mileage (Frequency) 
Out of our sample of 315 customers ,miles traveled per week varies considerably from 
less than 50 to greater than 500 kms. There were five categories included for studying 
mileage. 
These are :-
l .<50kms 
2. 50-100 kms 
3. 100-200 kms 
4. 200-500 kms 
5. >500kms 
Maximum customers (28.3%) fall in the category who travel 100-200 kms per week 
followed by the next category who cover 200-500 kms per week and the next at 22.6 
% who travel 50-100 kms per week . 
Figure 4.8: Average Mileage per week 
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Duration of relationship 
Data was also analysed for the duration or length of time the product and services of the 
company is being used by the customer. Various categories that were considered 
included less than 6 months, 6months to I year, 1 to 2 years and greater thiin 2 years. 
Out of our sample, major concentration is for customers who have had a duration of 
relationship greater than 2 years (43.3%) followed by between 1-2 years (31.2%), 6 
months to 1 year (17.2 %) and < 6 months (8.3%). 
Single Brand Loyalty 
Single brand loyalty is explained in two ways:-
a) Identifying those customers who own more than one car and who are single 
brand loyal. 
b) Customers who are loyal to the parent brand both for the product and service 
(after sales service) requirements. 
1) For those who were owning more than one car, 26 % were owning the same brand 
whereas 74 % were ovraing different brand of cars. Again for those who were owning 
more than one car and who have demonstrated single brand loyalty, 57.5% were 
owning Maruti, 26 % Hyundai and 16.4 % Tata brand of passenger cars. 
Figure 4.9: Single brand loyalty in multiple ownership of cars 
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Table 4.30: Multiple car ownership and single brand loyalty 
Valid 1 
2 
3 
Total 
Frequency 
77 
35 
22 
134 
Percent 
57.5 
26.1 
16.4 
100.0 
Valid Percent 
57.5 
26.1 
16.4 
100.0 
Cumulative 
Percent 
57.5 
83.6 
100.0 
Respondents were also asked how long they have been using product and services of 
the preferred brand. Those customers who exhibit single brand loyalty, 47.2 % have 
been using greater than 3 years and 28.3 % between 1 to 3 years. Nearly 19 % had used 
it for 6 months-1 year. 
Most manufacturing and service businesses offer their customers a package of benefits 
involving delivery of not only the core product but also a variety of service related 
activities. With both services and goods, the core product sooner or later becomes a 
commodity as competition increases and the industry matures. Ahhough managers 
continually need to consider opportunities to improve the core product, the search for 
competitive advantage in a mature industry often emphasizes performance on the 
supplementary services that are bundled with the core (Lovelock 2001). 
Marketing experts have been writing about the augmented product-also referred to as 
the extended product In an effort to describe the supplementary elements that add 
value to manufactured goods, car manufacturers are increasingly looking at the regular 
and enhanced use of the authorized service centers by the customers. 
Single brand loyal customers also reflected their loyalty for the supplementary services 
90.6 % of such customers were using the services of the authorized service centers. 
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Analysis is also undertaken to understand patronage of authorized service centres by 
customers for the three brands considered for the study. Respondents were asked the 
question, "Do you always get servicing done through an authorized service center of 
the brand that you own? 
In case of Maruti, 84.4 % of their customers always get their servicing done through an 
authorized service centre. The corresponding percentage for Hyundai is 87.5 and for 
Tata, it is 75.5 percent. Thus the researcher observes a high dependence on these 
centres for the servicing needs of the customers, the highest percentage reported for 
Hyundai followed by Maruti and then Tata. 
Figure 4.10: % owning and using authorized service centre of the same brand 
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1% owning and using authorized service 
centre of the same brand 
4.3 b) Data Description on attitudinal variables 
Following is the list of attitudinal variables used for the study. In all there were nine 
variables out of which Relationship Strength was the dependent variable and the other 
eight were used as independent variables. 
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FINALRS Relationship Strength 
FINALS AT Customer Satisfaction 
FINALSQ Service Quality 
FINALTRU Trust 
FINALSV Shared Values 
FINALEXP Long term expectations 
FINALSWI Perceived Switching Cost 
FINALCOM-— Commitment 
FINALPSQ Product Quality 
Table 4.31: Mean of attitudinal variables for the passenger Car Industry 
FINALRS 
FINALPSQ 
FINALSQ 
FINALSAT 
FINALTRU 
FINALCOM 
FINALSV 
FINALLTE 
FINALPSC 
Minimum 
1.00 
.00 
1.50 
1.00 
.80 
1.00 
.00 
.00 
.00 
Maximum 
5.00 
12.00 
9.38 
11.50 
5.00 
7.00 
5.00 
11.25 
5.00 
Mean 
3.5522 
3.6774 
3.6114 
3.6250 
3.7214 
3.1396 
3.0642 
3.3715 
3.0847 
Std. Deviation 
.8463 
1.0066 
.7511 
.8908 
.6570 
.7344 
9023 
.9921 
,8944 
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The highest mean amongst all the attitudinal variables for the passenger car industry 
was observed by Trust (3.72) followed by mean of product quality at 3.67 and mean of 
customer satisfaction at 3.62. 
4.4 Data analysis for the Passenger Car Industry 
4.4a) Univariate analysis ( Both descriptive and inferential) 
Independent sample t test was conducted on the sample to assess the impact of monthly 
salary This variable was recoded into two values, low and high income where low 
included less than equal to 15,000 and high represented greater than 15,000. 
Ho63. Mean of service quality is the same between low and high income groups of 
customers 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used 
The t value is -2.371 with 314 degrees of freedom and gives a probability of .018 
which is less than the significance level of .05.Therefore the null hypothesis of equal 
means is rejected. 
Because the mean service quality scores for low income groups is 3.44 and for 
higher income is 3.66, customers with relatively higher monthly salaries demonstrate 
a higher agreeability on service quality than customers with lower salaries. 
Ho64: Mean of trust is the same between low and high income groups of customers. 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used 
The t value is -2.264 with 314 degrees of freedom and gives a probability of .024 
which is less than the significance level of .05.Therefore the null hypothesis of equal 
means is rejected. 
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Because the mean value of tmst for low income groups is 3.58 and for higher income 
is 3.76, customers with relatively higher monthly salaries demonstrate a higher 
agreeability on trust than customers with lower salaries. 
Hot,?; Mean of shared values is same between low and high income groups of 
customers. 
Since the F test of sample variances has a probability that is less than r than .05, null 
hypothesis is rejected. Therefore t test based on the "equal variances not assumed'' is 
used. 
The t value is -2.051 with 292 degrees of freedom and gives a probability of .042 
which is less than the significance level of .05.Therefore the null hypothesis of equal 
means is rejected. 
Because the mean shared values for high income group of customers is 3.12 as against 
2.92 for low income group, high income group appears to have demonstrated a higher 
agreeability on shared values than low income groups of customers. 
Independent sample t test 
-Males vs. females 
Ho66: Mean of relationship strength is same for males as well as females. 
Since the F test of sample variances has a probability that is less than .05, null 
hypothesis is rejected. Therefore t test based on the "equal variances not assumed" is 
used. 
The t value is 2.013 with 314 degrees of freedom and gives a probability of .040 which 
is less than the significance level of .05.Therefore the null hypothesis of equal means is 
rejected. 
Because the mean relationship strength scores for males is 3.62 and for females is 
3.42, male customers demonstrate a higher agreeability on relationship strength than 
females customers.. 
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Ho67: Mean of service quality is same for males as well as females. 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used. 
The t value is 2.109 with 314 degrees of freedom and gives a probability of .036 which 
is less than the significance level of .05. Therefore the null hypothesis of equal means is 
rejected. 
Because the mean service quality scores for males is 3.67 and for females is 3.50, 
male customers demonstrate a higher agreeability on service quality than female 
customers. 
H()6x. Mean of perceived switching cost is same for males as well as females. 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used. 
The t value is 2.160 with 314 degrees of freedom and gives a probability of .031 which 
is less than the significance level of .05. Therefore the null hypothesis of equal means is 
rejected. 
Because the mean perceived switching cost for males is 3.16 and for females is 2.95, 
male customers demonstrate a higher agreeability on perceived switching cost than 
female customers 
Analysis of Behavioural variables 
Impact of duration of relationship 
Duration or length of relationship has impacted only customer satisfaction means as 
only these have emerged as statistically significant. 
Variable Sig F 
Customer Satisfaction .050 
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One Way Anova was carried out on all the attitudinal variables with the grouping 
variable as the duration of relationship establishes the inclusion of only customer 
satisfaction whose means have proven to be statistically different for all these four 
categories. The mean value is seen to be highest for the category greater than two years 
H069: Mean of Customer Satisfaction is the same for the different categories of the 
length of relationship. 
Since Means of customer satisfaction is statistically significant (Sig F=.050), we 
reject the null hypothesis in favour of alternate hypothesis that means of customer 
satisfaction is not the same for the different categories of the length of relationship. 
Mean values of customer satisfaction under different categories of duration of 
relationship are as under:-
Duration of relationship Mean value 
a. < 6 months 3.63 
b. 6 months-1 year 3.62 
c. 1-2 years 3.42 
d > 3 years 3.75 
Impact of Mileage 
Out of the set of behavioural variables, mileage has emerged as an important variable 
explaining differences in mean for five of the variables viz. Product Quality, Service 
Quality, Satisfaction, Trust and Relationship Strength. The differences in mean values 
of the attitudinal variables due to the grouping categories of mileage are given in the 
table below:-
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Table 4.32: Mean differences of attitudinal variables with mileage as the grouping 
variable 
Variable 
Product Quality 
Service quality 
Satisfaction 
Trust 
Relationship Strength 
Sig f 
.000 
.015 
.001 
.002 
.000 
The trend evident for all these variables with the exception of trust is a drop in the 
mean value till the category of 100-200 kms after which the increase in the value is 
recorded. Only for trust , the mean value consistently increases as the mileage 
increases. 
Univariate analysis: Hypothesis testing 
Behavioural variables : Single brand loyalty 
Hypothesis tests for customers who exhibit single brand loyalty .Here single brand 
loyalty is defined as customers who are patronizing the authorized service centres. 
Customers who patronize the authorized service centers of the same brand 
Maruti Hyundai Tata sig F 
(N-262) (N=145) (N=77) (N=40) 
Trust 3.85 3.70 3.47 . .002 
Ho7o: Mean values of trust is the same for the different brands of cars. 
Since Means of trust is statistically significant (Sig F=.013), we reject the null 
hypothesis in favour of alternate hypothesis that means of trust for different brands of 
cars is different .Mean value of trust is the highest for Maruti followed by Hyundai 
and then Tata. 
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Out of all the attitudinal variables which have been analyzed for this dimension of 
single brand loyalty, only trust emerges has a variable which can explain the 
differences in the means for the three parent brand as being statistically significant. 
This is a pointer to the realization that only those customers who have built up a certain 
level of trust with the company as a brand will consider and patronize their augmented 
offering. 
Hypothesis testing to judge single brand loyalty 
a) Patronize authorized service centres 
Ho7i: Mean of commitment is same for customers who patronize the authorized service 
centers to those who do not patronize the authorized service centers 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used 
The t value is 2.808 with 311 degrees of freedom and gives a probability of .005 which 
is less than the significance level of .05.Therefore the null hypothesis of equal means 
is rejected. 
Because the mean of commitment for those who patronize an authorized service center 
is 3.18 and for those who do not 2.87,customers who patronize the authorized service 
centers demonstrate a higher agreeability on commitment than those who do not 
patronize the authorized service centers. 
Ho72: Mean of shared values is same for customers who patronize the authorized service 
centers to those who do not patronize the authorized service centers 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used. 
The t value is 3.803 with 310 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05.Therefore the null hypothesis of equal means 
is rejected. 
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Because the mean of shared values for those who patronize an authorized service 
center is 3 10 and for those who do not 2.61 ,customers who patronize the authorized 
service centers demonstrate a higher agreeability on shared values than those who do 
not patronize the authorized service centers. 
H073: Mean of long term expectations is same for customers who patronize the 
authorized service centers to those who do not patronize the authorized service centers 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used. 
The t value is 2.28 with 312 degrees of freedom and gives a probability of .023 which 
is less than the significance level of .05.Therefore the null hypothesis of equal means 
is rejected. 
Because the mean of long term expectations for those who patronize an authorized 
service center is 3.41 and for those who do not 3.07, customers who patronize the 
authorized service centers demonstrate a higher agreeability on long term expectations 
than those who do not patronize the authorized service centers. 
Brand specific Hypotheses for attitudinal variables for single brand loyahy 
H074: Mean of shared values is same for customers of Maruti who patronize the 
authorized service centers to those who do not patronize the authorized service centers 
Since Means of shared values is statistically significant (Sig F=.006), the researcher 
rejects the null hypothesis in favour of alternate hypothesis that means of shared values 
is different for customers of Maruti who patronize the authorized service centers to 
those who do not patronize the authorized service centers 
Mean shared value of those Maruti customers who patronize the authorized service 
centres is observed to be 3.13 which is higher than those who do not patronize such 
service centres as their mean is 2.61. 
Ho7,v Mean of shared values is same for customers of Tata who patronize the 
authorized service centers to those who do not patronize the authorized service centers 
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Since Means of shared values is statistically significant (Sig F=.029), the researcher 
rejects the null hypothesis in favour of alternate hypothesis that means of shared values 
is different for customers of Tata who patronize the authorized service centers to 
those who do not patronize the authorized service centers 
Mean shared value of those Tata customers who patronize the authorized service 
centres is observed to be 3.00 which is higher than those who do not patronize such 
service centres as their mean is 2.48. 
Ho76: Null Hypothesis: Mean of commitment is same for customers of Tata who 
patronize the authorized service centers to those who do not patronize the authorized 
service centers. 
Since Means of commitment is statistically significant (Sig F=.037), the researcher 
rejects the null hypothesis in favour of ahernate hypothesis that means of commitment 
is different for customers of Tata who patronize the authorized service centers to 
those who do not patronize the authorized service centers. 
Mean commitment value of those Tata customers who patronize the authorized 
service centres is observed to be 3.11 which is higher than those who do not patronize 
such service centres as their mean is 2.62. 
b) Customers owning multiple cars and demonstrating single brand loyalty 
Independent samples t test: 
Single brand versus Multiple brand loyalty 
H077: Mean of relationship strength is same for customers who are single brand loyal 
to those who are multiple brand loyal. 
Since the F test of sample variances has a probability that is less than .05, null 
hypothesis is rejected. Therefore t test based on the "unequal variances assumed" is 
used. 
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The t value is -2,233 with 198 degrees of freedom and gives a probability of .028 
which is less than the significance level of .05. Therefore the null hypothesis of equal 
means is rejected. 
Because the mean of relationship strength for those who are single brand loyal is 3.32 
and for those who are multiple brand loyal is 3.65,customers who are muhiple brand 
loyal demonstrate a higher agreeability on relationship strength than those who are 
single brand loyal. 
Ho7x: Mean values of trust are the same for those who exhibit single brand loyahy as 
against those who exhibit multiple brand loyalty. 
Since Means of trust is statistically significant (Sig F=.079), the researcher rejects the 
null hypothesis in favour of alternate hypothesis that means of trust is not the same for 
those who exhibit single brand loyalty as against those who exhibit multiple brand 
loyalty. 
Brand specific hypotheses for attitudinal variables 
H()79: Mean of relationship strength is the same for those customers of Hyundai who 
own multiple cars and are single brand loyal in contrast to those who are not single 
brand loyal. 
Since Means of relationship strength is statistically significant(Sig F=.094), the 
researcher rejects the null hypothesis in favour of alternate hypothesis that means of 
relationship strength is not the the same for those customers of Hyundai who own 
multiple cars and are single brand loyal in contrast to those who are not single brand 
loyal. 
However, what emerges from the mean values of the two groups is that mean of 
relationship strength is reported to be lower (3.46) of those Hyundai customers who 
are owning multiple cars and are single brand loyal than those who are not single brand 
loyal(3.57). 
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Attitudinal Variables 
Hypothesis testing 
Table 4.33: Mean values of variables of Interest (Attitudinal variables) for different 
sen'ice providers 
Relationship 
strength 
Product quahty 
Service quality 
Satisfaction 
Trust 
Commitment 
Shared values 
Long term 
expectations 
Perceived 
switching cost 
Maruti 
3.59 
3.64 
3.62 
3.71 
3.83 
3.15 
3.05 
3.36 
3.07 
Hyundai 
3.50 
3.79 
3.55 
3.59 
3.67 
3.15 
3.06 
3.49 
3.15 
Tata 
3.35 
3.52 
3.50 
3.34 
3.45 
2.99 
2.88 
3.13 
2.98 
Significance 
.187 
.246 
.556 
.035 
.000 
.342 
.397 
.109 
.521 
Hoxo: Means of satisfaction for different service providers is the same. 
Since Means of satisfaction is statistically significant (Sig F=.035), the researcher 
rejects the null hypothesis in favour of alternate hypothesis that means of satisfaction 
for different service providers is not the same. 
As is evident from the table. Mean of satisfaction is the highest (3.71) for those who 
own Maruti followed by 3.59 for Hyundai owners and 3.34 for Tatas. 
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Ho8]: Means of tmst for different service providers is the same. 
Since Means of trust is statistically significant (Sig F=.000), we reject the null 
hypothesis in favour of alternate hypothesis that means of trust for different service 
providers is not the same. 
As is evident from the table, Mean of trust is the highest (3.83) for those who own 
Maruti followed by 3.67 for Hyundai owners and 3.45 for Tatas. 
Loyal vs. Nonloyal customers 
Two independent sample t test was also conducted on two categories of customers 
described as loyal as against nonloyal. These two categories were created by recoding 
the means of relationship strength values with a cut off kept at 4. Thus values falling to 
values less than 4 was used to classify non loyal customers and values equal to and 
greater than 4 was included to describe the loyal group. 
Both these groups were studied for the means of the eight attitudinal variables which 
formed part of the study. 
H()82: Mean of commitment is same for loyal vis-a-vis non loyal group of customers. 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used. 
The t value is -7.16 with 314 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05.Therefore the null hypothesis of equal means is 
rejected. 
Because the mean commitment scores for loyal group of customers is 3.44 and those 
in the non loyal group as 2.91, loyal group of customers demonstrate a higher 
agreeability on commitment than non loyal group of customers . 
H083: Mean of shared values is same for loyal vis-a-vis non loyal group of customers 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used 
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The t value is -7.16 with 314 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05.Therefore the null hypothesis of equal means is 
rejected 
Because the mean shared values scores for loyal group of customers is 3.44 and those 
in the non loyal group as 2.91, loyal group of customers demonstrate a higher 
agreeability on shared values than non loyal group of customers. 
H084: Mean of long term expectations is same for loyal vis-a-vis non loyal group of 
customers. 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used 
The t value is -6.59 with 314 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05. Therefore the null hypothesis of equal means is 
rejected. 
Because the mean value of long term expectations scores for loyal group of customers 
is 3.75 and those in the non loyal group as 3.09, loyal group of customers demonstrate 
a higher agreeability on long term expectations than non loyal group of customers. 
H085: Mean of perceived switching cost is same for loyal vis-a-vis non loyal group of 
customers. 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used. 
The t value is -3.544 with 314 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05. Therefore the null hypothesis of equal means is 
rejected. 
Because the mean perceived switching cost for loyal group of customers is 3.27 and 
those in the non loyal group as 2.94 , loyal group of customers demonstrate a higher 
agreeability on perceived switching cost than non loyal group of customers . 
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Ho86 Mean of satisfaction is same for loyal vis-a-vis non loyal group of customers 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used 
The t value is -6.258 with 314 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05. Therefore the null hypothesis of equal means is 
rejected. 
Because the mean satisfaction for loyal group of customers is 3.95 and those in the 
non loyal group as 3.38, loyal group of customers demonstrate a higher agreeability on 
satisfaction than non loyal group of customers . 
H()87: Mean of product quality is same for loyal vis-a-vis non loyal group of customers 
Since the F test of sample variances has a probability that is less than .05, null 
hypothesis is rejected. Therefore t test based on the "equal variances not assumed" is 
used. 
The t value is -8.36 with 314 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05. Therefore the null hypothesis of equal means is 
rejected. 
Because the mean of product quality for loyal group of customers is 4.13 and those 
in the non loyal group as 3.34, loyal group of customers demonstrate a higher 
agreeability on product quality than non loyal group of customers. 
Ho88: Mean of service quality is same for loyal vis-a-vis non loyal group of customers. 
Since the F test of sample variances has a probability that is less than .05, null 
hypothesis is rejected. Therefore t test based on the "equal variances not assumed" is 
used. 
The t value is -8.06 with 314 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05.Therefore the null hypothesis of equal means is 
rejected. 
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Because the mean of service quality for loyal group of customers is 3.94 and those 
in the non loyal group as 3.37, loyal group of customers demonstrate a higher 
agreeability on service quality than non loyal group of customers. 
H089: Mean of trust is same for loyal vis-a-vis non loyal group of customers. 
Since the F test of sample variances has a probability that is less than .05, null 
hypothesis is rejected. Therefore t test based on the "equal variances not assumed" is 
used. 
The t value is -8.82 with 314 degrees of freedom and gives a probability of .000 which 
is less than the significance level of .05.Therefore the null hypothesis of equal means is 
rejected. 
Because the mean value of trust for loyal group of customers is 4.03 and those in the 
non loyal group as 3.49, loyal group of customers demonstrate a higher agreeability on 
trust than non loyal group of customers . 
4.4b) Bivariate analysis for the Passenger Car Industry (Both Descriptive 
and Inferential) 
Crosstabulations 
1. The first crosstabulation tries to examine those customers who have more than one 
car and who are single brand loyal. . For those who own two cars, 31.5 % own same 
brand whereas 67.8 % own different brands. 
Out of these 31.5 %, 58.7% own Maruti, 26.1% Hyundai and 15.25 Tatas. In other 
words, from our sample those who own two cars and have shown single brand loyalty, 
exclusively Maruti loyalists happen to be 58.7 % and exclusively Hyundai loyalists 
happen to be 26.1%>. For those customers who own three cars, only 12.3 % have 
exhibited single brand loyalty. 
2. Another crosstabulation was done to ascertain whether choice of car and ownership 
of car are related or not. 
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Ho9o: Brand choice of car and ownership of car of the same brand are not related. 
Since chi-square value is statistically significant, therefore we reject the null hypothesis 
of independence between the two variables in favour of the alternate hypothesis that 
ownership of car of a brand is a fianction of brand preference for cars. 
From the crosstabulation results it is very clearly evident that out of those who own 
Maruti, 84.7 % had also stated this as their preferred brand. In case of those who own 
Hyundai brand of cars, 77.6% had stated this as their brand preference. In case of Tata 
brand of owners, 59.2% had stated Tatas as their brand preference. 
3. Third crosstabulation was done to ascertain crosstabulation on the two types of 
single brand loyalty namely owning multiple cars of the same brand and patronage of 
authorized service centres. 
Out of those customers who own multiple cars of the same brand, 85.7 percent the 
authorized service centres and 14.3 percent do not visit these centres. 
4 Fourth crosstabulation was the to ascertain whether duration of relationship and the 
patronage of the authorized service centres are related or not. 
Ho9i: Duration of relationship and the patronage of the authorized service centres are 
not related . 
Since chi-square value is statistically significant, therefore we reject the null hypothesis 
of independence between the two variables in favour of the alternate hypothesis that 
duration of relationship and the patronage of the authorized service centres are related. 
From the crosstabulation results it is evident that the percentage of those who patronize 
the authorized service centres increases with the increase in the length of the 
relationship as is evident from the table below :-
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Table 4.34: Relation between duration of relationship and patronage of authorized 
service centres. 
Duration 
< 6 months 
6 months-1 year 
1-2 years 
> 3 years 
Percentage 
10.7 
19.7 
32.3 
37.3 
5. Fifth crosstabulation was to ascertain the link between patronizing authorized 
service centres and loyalty. 
It needs to be reiterated that two categories of customers described as loyal as against 
nonloyal have been created. . These two categories were created by receding the means 
of relationship strength values with a cut off kept at 4. Thus values falling to values less 
than 4 was used to classify non loyal customers and values equal to and greater than 4 
was included to describe the loyal group. 
H092: Loyalty and the patronage of the authorized service centres are not related. 
Since chi-square value is statistically significant, therefore we reject the null hypothesis 
of independence between the two variables in favour of the alternate hypothesis that 
Loyalty and the patronage of the authorized service centres are related. 
For those whose loyalty is high, 90 percent patronize the authorized service centres as 
against 10 percent for those whose loyalty is low. 
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Table 4.35: Kendall tau Correlation results fort Passenger Car Industry 
Commitment 
Trust 
Perceived 
Switching 
costs 
Long term 
expectations 
Shared Values 
Service 
quahty 
Satisfaction 
Product 
quahty 
Relationship 
strength (As 
a whole) 
.324 
.415 
.155 
.371 
.294 
.449 
.419 
.549 
Relationship 
Strength 
(Maruti) (N=173) 
.216 
.358 
-
.326 
.256 
.425 
.425 
.527 
Relationship 
strength 
(Hyundai (N=88) 
.439 
.492 
.278 
.407 
.371 
.501 
.428 
.585 
Relationship 
strength 
(Tata) (N=53) 
.446 
.437 
-
.478 
.312 
.464 
.362 
.547 
Results of Kendal Tau correlation very clearly establish the strong association of some 
of the attitudinal variables with relationship strength. For the passenger car industry as 
a whole, the association is the strongest with product quality followed by service 
quality and customer satisfaction. The same trend is evident in case of Maruti. However 
for Hyundai, the sequence of strongest association to next is product quality followed 
by service quality and then trust and commitment. Satisfaction comes after these 
variables. In case of Tata, it is product quality followed by long term expectations and 
then service quality. Subsequently it is commitment and trust and then customer 
satisfaction. 
Correlation was also calculated for those customers whose customer satisfaction was 
reported to be greater than 4. For the dataset as a whole, there are three variables which 
have emerged as statistically significant. These are product quality, trust and long term 
expectations. Correlation coefficient was also calculated for those customers who had 
mentioned Maruti as their most preferred brand. The correlation results point to the 
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highest correlation coefficient value for Product quality followed by service quality and 
then trust 
Table 4.36: Correlation matrix of relationship strength with customer satisfaction>4 
Overall(N=61) 
Product quality .629* 
Long term exp .337 * 
Trust .432 * 
Maruti (N=35) 
Product quality .673* 
Service quality .365* 
Trust .347* 
4.4c) Multivariate analysis for the Passenger Car Industry 
Table 4.37: Multiple regression for Passenger Car Industry as a whole 
Variable 
Constant 
PSQ 
SQ 
SAT 
TRU 
COM 
SV 
LTE 
Adjr 
square 
SigF 
Overall 
-.449 
.251 
.349 
.170 
.163 
.149 
-.09 
.142 
.556 
.000 
.044 
.000 
.000 
.000 
.021 
,009 
,069 
,019 
Maruti 
,363 
,404 
,101 
,140 
,511 
,000 
,000 
,000 
,061 
.084 
Hyundai 
-1,01 
,193 
.437 
,352 
,627 
,000 
,017 
.000 
.000 
.003 
Tata 
.432 
.446 
.615 
000 
.0 ] ] 
.052 
Results of Multiple regression with relationship strength as the dependent variable also 
reveals the contribution of some of the attitudinal variables which have emerged as 
statistically significant. 
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For the entire data set on the passenger car industry ,seven have emerged significant 
which are service quaUty, product quaUty, satisfaction, trust, commitment, long term 
expectations and shared values (with a negative sign)(relative order of importance). 
Furthermore to test for Multicollinearity, Variance Inflation factor (VIF) is analyzed. If 
the variance inflation factor is upto 10, multicollinearity is not significant In our 
sample, for none of the above selected variables, VIF was greater than 10. this confirms 
the absence of multicollinearity. 
Table 4.38: Standardized Beta Coefficients for the Passenger Car Industry 
Name of variable 
Product quality 
Service quality 
Satisfaction 
Trust 
Commitment 
Shared values 
Long term expectations 
Standardised Beta Coefficients 
.242 
.270 
.214 
.144 
.131 
-.084 
.156 
Figure 4.11: Significant independent variables for passenger car industry 
(Standardized Beta Coefficients) 
Product 
quality 
Trust Shared 
values 
Satisfaction 
I Significant independent variables 
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For those customers who own Maruti, the same regression model established the 
relative importance of variables such as Service quality, product quality, long term 
expectations and customer satisfaction(in this order of importance) For those customers 
who own Hyundai, the same regression model established the relative importance of 
variables such as customer satisfaction, commitment and product quality (in this order 
of importance).For those customers who own Tata, the same regression model 
established the relative importance of variables such as Service quality and product 
quality.(in this order of importance ) 
Discriminant analysis 
Discriminant analysis is a technique for analyzing data when the criterion or dependent 
variable is categorical and the predictor or independent variables are interval in nature. 
When the dependent variable has two categories, the technique is known as two group 
discriminant analysis. 
The researcher has used two group discriminant analysis where the two groups to be 
studied include loyal or disloyal. Furthermore, the researcher has used stepwise 
discriminant analysis. In this approach, the predictor variables are entered sequentially 
based on their ability to discriminate among groups. This method is appropriate when 
the researcher wants to select a subset of the predictors for inclusion in the discriminant 
function. 
To facilitate the understanding, the researcher has performed discriminant analysis to 
screen the customers and classify them as either ' loyal' or 'disloyal' based on the 
remaining independent variables viz. 
Product Quality 
Service quality 
Customer Satisfaction 
(PSQ) 
(SQ) 
(CS) 
Perceived Switching Cost (PSC) 
Long term expectations (LTE) 
Shared Values (SV) 
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Trust (TRU) 
Commitment (COMM) 
The researcher builds a discriminant function and finds out :-
1) the percentage of customers that it is able to classify correctly 
2) statistical significance of the discriminant function 
3) Which of the independent variables are relatively better in discriminating 
between 'loyal' and 'disloyal' customers. 
Description 
The dependent variable used in this analysis is loyalty of customer . Thus 
1 = Disloyal customer 
2 =Loyal customer 
Two categories of customers described as loyal as against nonloyal are being created . 
These two categories were created by recoding the means of relationship strength 
values with a cut off kept at 4. Thus values falling to values less than 4 was used to 
classify non loyal customers and values equal to and greater than 4 was included to 
describe the loyal group. 
For Passenger Car Industry, the researcher observes that the discriminant function 
obtained is able to classify 73.9 percent of cases correctly. The overall Wilk's Lambda 
is 0.716 which should be typically less than 0.5 for better discriminating power. 
However, the probability value for Chi-square indicates that the discriminant function 
between the two groups is highly significant. 
Using stepwise discriminant analysis, the following four independent variables have 
entered the model. At each step, the variable that minimizes the overall Wilks Lambda 
is entered. These four variables are :-
1) Product Quality 
2) Service quality 
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3) Tmst 
4) Long term expectations 
Examining the standardized canonical discriminant fiinction coefficients reveals the 
following coefficients :-
I) Product Quality 
2) Service quality 
.412 
,391 
3) Trust .306 
4) Long term expectations .322 
Thus the highest discriminating power emerges for product quality followed by service 
quality, long term expectations and trust in that order. Furthermore based on the mean 
value analysis of its variables for both the groups, one finds that for the overall sample, 
the maximum mean value is for trust followed by product quality and satisfaction, for 
the loyal group, highest mean value is demonstrated for product quality followed by 
trust and then service quality. 
Table 4.39: Mean for loyal and disloyal customers for Passenger Car Industry 
Variable 
Commitment 
Trust 
Perceived 
Switching costs 
Long term 
expectations 
Shared Values 
Service quality 
Satisfaction 
Product quality 
Overall mean 
3.14 
3.71 
3.08 
3.32 
3.06 
3.59 
3.60 
3.67 
Mean for nonloyal 
customer 
2.92 
3.49 
2.94 
3.05 
2.84 
3.34 
3.39 
3.34 
Mean for loyal 
Customer 
3.44 
4.03 
3.29 
3.71 
3.36 
3.94 
3.90 
4.13 
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Stepwise two group discriminant analysis was also carried out for the three 
participating brands to assess which of the independent variables are relatively better in 
discriminating'between ' loyal' and 'disloyal' customers. 
The results of the three brands are summarized below:-
Table 4.40: Discriminant analysis for the specific brands 
Variable 
Overall Wilks lambda 
PSQ 
SQ 
SAT 
TRU 
COM 
sv 
LTE 
% of cases correctly 
classified 
SigF 
Maruti 
.754 
.669 
.576 
71.5 
.000 
Hyundai 
.672 
.561 
.844 
78.4 
.000 
Tata 
.649 
1.00 
75.5 
.000 
The above table brings out the differences amongst brands in explaining the 
differentiating power between the loyal versus the disloyal group. In case of Maruti, 
product quality followed by service quality are the two variables which have emerged 
powerful in their discriminating power for the two groups. For Hyundai customers, the 
two powerful variables for explaining the discriminating power between the two 
groups remain product quality and trust. In case of Tatas, it is exclusively the role of 
commitment in establishing a strong explanatory power in bringing out the differences 
between the loyal and the disloyal group. 
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4.5 Comparison between Airlines and Passenger Car Industry 
In order to undertake a comparative analysis between the two sectors, care was taken to 
identify those aspects where strictly comparison was possible in the way in which 
variables have been constructed and used in the questionnaire. After careful 
examination, variables which became amenable for such an exercise were as follows:-
Demographic: Gender and Occupation of the respondent 
Behavioural: Duration of relationship and single brand loyalty 
Attitudinal : Relationship Strength, Customer satisfaction, Shared values. Long term 
expectations. Perceived switching costs, trust and both continuance and affective 
commitment. 
In this subsection, the researcher will highlight the differences between the behavioural 
and attitudinal variables for the two sectors presenting the overall picture as also using 
the demographic variables as the grouping variables. 
Behavioural variables 
The percentage of respondents for the two sectors are tabulated as per the different 
categories of duration. As is evident from the table, the highest percentage for Airline 
customers is for the category pertaining to '1-3 years' (48.2) whereas the highest 
concentration in case of car industry is for the category 'greater than 3 years'. 
Table 4.41: Duration of relationship (in percentage) 
Duration 
< 6 months 
6 months-1 year 
1-3 years 
Greater than 3 years 
Airlines 
6.5 
12.6 
48.2 
32.7 
Passenger Car 
8.3 
17.2 
31.2 
43.3 
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Single brand loyalty 
To draw comparison on single brand loyalty, in case of airlines sector, the brand 
normally used by the respondent if it happened to be any one of them amongst Jet 
Airways, Indian Airlines and Air Sahara was taken. In case of Passenger Car Industry, 
those respondents who had more than one car and were owning same brand of cars was 
taken to represent single brand loyalty. 
Table 4.42: Single brand loyalty(In Percentage) 
Airlines Passenger Car 
Gender 
Male 
Female 
66 
34 
63 
37 
Occupation 
Business 
Service 
51 
49 
39 
61 
Duration 
< 6 months 
6 months-1 year 
1 -3 years 
Greater than 3 years 
7.5 
10.4 
42.5 
39.6 
7.1 
18.6 
30 
44.3 
From the compilation of the resuhs it is clear that an overwhelmingly majority of male 
respondents have exhibited single brand loyalty .The difference between the two 
sectors is evident in case of occupation as the variable. In case of Airline customers. 
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those whose occupation is business have reported moderately higher single brand 
loyalty than service class. However in case of Car industry customers, an 
overwhelming majority (61%) have a service occupation background as against 39 % 
for the business class. In case of duration, as is evident from the table, the highest 
percentage for Airline customers is for the category pertaining to '1-3 years' (48.2) 
whereas the highest concentration in case of car industry is for the category 'greater 
than 3 years'. 
Attitudinal variables 
The table below tabulates the differences in means for the two sectors. Means have 
been higher for all the variables for the Airlines sector with the exception of affective 
commitment where the mean values are exactly same. 
Table 4.43: Comparison of means of attitudinal variables between the two sectors 
Attitudinal variables 
Customer satisfaction 
Long term expectations 
Perceived switching costs 
Shared values 
Trust 
Continuance commitment 
Affective commitment 
Relationship strength 
Airlines 
3.77 
3.55 
3.19 
3.27 
3.85 
3.02 
3.24 
3.65 
Passenger Car 
3.62 
3.37 
3.08 
3.06 
3.72 
2.96 
3.24 
3.55 
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However in order to understand significant differences in means for the two sectors, 
data was subjected to independent samples t test. This exercise was carried out by 
combining the two datasets and comparing for strictly those variables where the 
construction of the variables with the ensuing items was exactly similar. 
Table 4.44: Hypothesis testing using independent sample t test 
Attitudinal variables 
Relationship strength 
Customer satisfaction 
Long term expectations 
Perceived switching costs 
Shared values 
Trust 
Continuance commitment 
Affective commitment 
Sigf 
.007 
.823 
.011 
.347 
.121 
.420 
.586 
.928 
Sig t (Equal 
variance assumed) 
.027 
.122 
.002 
.013 
.402 
.470 
Sig t (Unequal 
variance 
assumed ) 
.096 
.008 
Ho9.v There is no difference between means of relationship strength for Airline 
customers and for customers of Passenger Car Industry. 
Since the F test of sample variances has a probability that is less than .05, null 
hypothesis is rejected. Therefore t test based on the "unequal variances assumed" is 
used 
The t value is gives a probability of .096 which is greater than the significance level of 
.05 Therefore the null hypothesis of equal means is accepted. 
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Ho94: There is no difference between means of trust for Airline customers and for 
customers of Passenger Car Industry. 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed "is used. 
The t value gives a probability of .013 which is less than the significance level of 
05. Therefore the null hypothesis of equal means is rejected. 
Because the mean of trust scores for Airline customers is 3.85 and those for the Car 
customers is 3.72, Airline customers demonstrate a higher agreeability on trust values 
than Car customers. 
H095: There is no difference between means of shared values for Airline customers and 
for customers of Passenger Car Industry. 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used. 
The t value gives a probability of .002 which is less than the significance level of 
.05.Therefore the null hypothesis of equal means is rejected. 
Because the mean of shared values scores for Airline customers is 3.27 and those 
for the Car customers is 3.06, Airline customers demonstrate a higher agreeability on 
shared values than Car customers. 
Ho96: There is no difference between means of long term expectations for Airline 
customers and for customers of Passenger Car Industry . 
Since the F test of sample variances has a probability that is less than .05, null 
hypothesis is rejected. Therefore t test based on the "unequal variances assumed" is 
used. The t value is gives a probability of .008 which is less than the significance level 
of .05. Therefore the null hypothesis of equal means is rejected. 
Because the mean of long term expectations s scores for Airline customers is 3.55 
and those for the Car customers is 3.37, Airline customers demonstrate a higher 
agreeability on long term expectations than Car customers. 
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Ho97; There is no difference between means of customer satisfaction for Airline 
customers and for customers of Passenger Car Industry . 
Since the F test of sample variances has a probability that is greater than .05, null 
hypothesis is accepted. Therefore t test based on the "equal variances assumed" is used. 
The t value gives a probability of .027 which is less than the significance level of 
.05. Therefore the null hypothesis of equal means is rejected . 
Because the meanof customer satisfaction scores for Airline customers is 3.77 and 
those for the Car customers is 3.62, Airline customers demonstrate a higher 
agreeability on customer satisfaction values than Car customers. 
Table 4.45 : Kendall tau Correlation results for airlines sector versus car industry 
Commitment 
Trust 
Perceived 
Switching costs 
Long term 
Aexpectations 
Shared Values 
Satisfaction 
Relationship 
strength(As a whole) 
.342 
.365 
.256 
.472 
.355 
.481 
Commitment 
Trust 
Perceived 
Switching costs 
Long term 
expectations 
Shared Values 
Satisfaction 
Relationship 
strength(As a 
whole) 
.324 
.415 
.155 
.371 
.294 
.419 
The results of the correlation coefficient are a pointer to the importance placed to the 
attitudinal variables when observed in consonance with relationship strength. For both 
the sectors, customer satisfaction attains the highest ranking. The second and third 
ranking is contested and the positions interchanged for the two sectors between long 
term expectations and trust. In case of Airlines, it is long term expectations followed by 
trust whereas in case of car industry, it is vice versa. Further, for airline customers, next 
important variable is shared values followed by commitment whereas for car industry. 
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it is commitment followed by shared values. The role of trust and commitment emerges 
stronger for car as against airline industry. 
Theresultsof correlation are further substantiated by examining the standardized beta 
coefficients obtained by fitting multiple regression on both the sectors. The similarities 
are seen by the presence of customer satisfaction and trust. The table below clearly 
highlights the role of both trust and commitment for the car industry (including long 
term expectations and shared values) whereas it is exhibited by only trust in case of 
airline industry. 
Table 4.46: Multiple Regression results for airlines sector versus Passenger Car 
Industry (Standardized Beta coefficients) 
Attitudinal 
variables 
Customer 
satisfaction 
Long term 
expectations 
Perceived 
switching costs 
Shared values 
Trust 
Continuance 
commitment 
Affective 
commitment 
Airlines 
Statistically 
significant 
V 
^ 
Standardised 
Beta 
coefficients 
.309 
.134 
Passenger Car 
Statistically 
significant 
•V 
V 
^ 
-V 
•V 
^ 
Standardised 
Beta 
coefficients 
.211 
.154 
-.091 
.135 
.076 
.099 
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Summary 
This study is trying to establish the process and outcome of building up relationships 
A basic issue among researchers is whether to define brand loyahy in terms of 
- Attitudinal measures or 
- Behavioural measures 
Our study has examined the impact of the behavioural measures in our study like 
duration of relationship, single brand loyalty and mileage on the various attitudinal 
variables covered in this study. 
Analysis of Behavioural variables 
Out of the set of behavioural variables, mileage has emerged as an important variable 
explaining differences in mean for five of the variables viz. Product Quality, Service 
Quality, Satisfaction, Trust and Relationship Strength 
The study has also tried to examine three groups and their effect on attitudinal variables 
Two of these groups have a demographic criteria viz.income and gender. The third 
one borders on behavioural aspects of assessing single brand loyalty. 
-Low vs High income 
-males and females 
Behavioural 
Single brand loyalty 
-patronage of authorized service centres 
Single brand loyal customers also reflected their loyalty for the supplementary services 
90 6 % of such customers were using the services of the authorized service centers In 
case of Maruti, 84.4 % of their customers always get their servicing done through an 
authorized service centre. The corresponding percentage for Hyundai is 87.5 and for 
Tata, it is 75.5 percent. Thus the researcher observes a high dependence on these 
Page 158 
centres for the servicing needs of the customers, the highest percentage reported for 
Hyundai followed by Maruti and then Tata 
Out of all the attitudinal variables which have been analyzed for this dimension of 
single brand loyalty, only trust emerges has a variable which can explain the 
differences in the means for the three parent brand as being statistically significant. 
This is a pointer to the realization that only those customers who have buih up a certain 
level of trust with the company as a brand will consider and patronize their augmented 
offering 
Single brand ownership of those who own multiple cars. 
For those who were owning more than one car, 26 % were owning the same brand 
whereas 74 % were owning different brand of cars. Again for those who were owning 
more than one car and who have demonstrated single brand loyalty, 57.5% were 
owning Maruti, 26 % Hyundai and 16.4 % Tata brand of passenger cars. 
Also the mean of relationship strength for those who are single brand loyal is 3.32 
and for those who are multiple brand loyal is 3.65,customers who are multiple brand 
loyal demonstrate a higher agreeability on relationship strength than those who are 
single brand loyal . Thus this way of defining single brand loyalty does not directly 
establish its impact on relationship strength as revealed from this study. 
Attitudinal 
Loyal vs nonloyal 
Means of all the eight attitudinal variables have emerged as statistically significant in 
explaining the differences between these two groups. This confirms the distinct 
characteristics exhibited by the two groups or all these variables, loyal group members 
have exhibited a higher mean than the nonloyal members. 
Furthermore based on the mean value analysis of its variables for both the groups, one 
finds that for the overall sample, the maximum mean value is for trust followed by 
product quality and satisfaction, for the loyal group, highest mean value is 
demonstrated for product quality followed by trust and then service quality. 
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Analysis of the attitudinal variables 
The highest mean amongst all the attitudinal variables for the passenger car industry 
was observed by Trust (3.72) followed by mean of product quality at 3.67 and mean of 
customer satisfaction at 3.62. 
The results of one-way ANOVA carried out on the sample of data for Passenger Car 
Industry clearly reveals that the means of trust and of customer satisfaction are 
statistically different for three service providers. Mean of satisfaction is the highest 
(3.71) for those who own Maruti followed by 3.59 for Hyundai owners and 3.34 for 
Tatas. Mean of trust is the highest (3.83) for those who own Maruti followed by 3.67 
for Hyundai owners and 3.45 for Tatas. 
Resuhs of Multiple regression with relationship strength as the dependent variable also 
reveals the contribution of some of the attitudinal variables which have emerged as 
statistically significant. For the entire data set on the passenger car industry, seven 
have emerged significant which are service quality, product quality, satisfaction, trust, 
commitment, long term expectations and shared values (with a negative sign) (relative 
order of importance). 
Brand differences for Multiple regression 
Thus results of Multiple regression very clearly reveals that determinants of 
relationship strength has product quality as the common variable for all the brands 
which has emerged as statistically significant. Service quality is significant for Maruti 
and Tata customers. 
As regards the other variables, for Maruti, it is Customer satisfaction and long term 
expectations, for Hyundai customers it is satisfaction and commitment. Customers of 
Tata have placed importance to only product and service quality. 
Discriminant Analysis 
In order to understand more comprehensively the discriminating power of the 
independent variables, data was also subjected to Discriminant analysis. Two group 
discriminant analysis was carried out where the two groups were termed as 'loyal' or 
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'disloyal' based on their mean value of relationship strength being less than 4 or greater 
than or equal to 4. This technique was chosen to understand the impact independent 
variables have in achieving the transition from customers being part of'disloyal' group 
to 'loyal' group. 
Thus for the overall data, the highest discriminating power emerges for product quality 
followed by service quality, long term expectations and trust in that order 
Furthermore, for Maruti, the variables which have demonstrated significant power in 
discriminating the two groups is product quality and service quality, for Hyundai, it is 
product quality and trust and for Tata it is exclusively commitment. 
The research on Car Industry has examined the individual contribution of the eight 
attitudinal variables on the dependent variable, relationship strength. Furthermore, 
some of the demographic and behavioural variables have also been included in the 
study which serves as useful grouping variables. The study has also analysed the role of 
the eight independent variables in exercising their discriminatory power in the forming 
of two mutually exclusive groups, the privileged group of loyalists vis-a-vis non 
loyalists 
Means of the attitudinal variables do differ significantly on both economic and gender 
criteria. 
In behavioural variables, mileage has emerged an important variable. Also single brand 
loyalty has emerged powerful but only when it is defined as patronage by the 
authorized service centres. Most manufacturing and service businesses offer their 
customers a package of benefits involving delivery of not only the core product but also 
a variety of service related activities. With both services and goods, the core product 
sooner or later becomes a commodity as competition increases and the industry 
matures. Although managers continually need to consider opportunities to improve the 
core product, the search for competitive advantage in a mature industry often 
emphasizes performance on the supplementary services that are bundled with the core 
(Lovelock 2001). 
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In the attitudinal variables, for the data as a whole, one thing which emerges clearly is 
that Indian customers are mature enough to look for variables beyond product, service 
quality and customer satisfaction to establish a stronger relationship with the brand as 
evident by a host of significant independent variables such as trust, commitment and 
long term expectations. 
Furthermore in order to understand which variables cause the transition from a disloyal 
to a loyal group, the role of product quality, service quality, long term expectations and 
trust in that order is evident from the analysis. 
Thus companies will have to look for ways to increase the strength of relationship as a 
process to eventually ensure that the outcome of forming an increasingly bigger loyal 
group is achieved. 
On the specific company front, in case of Maruti customers, product and service quality 
remains powerflil variables whether 
1) it is to examine significant correlation coefficient variables for those customers 
of Maruti who have rated customer satisfaction greater than 4. 
2) As strong discriminating variables between groups which are loyal vis-a-vis 
disloyal. 
3) As powerful independent variables which have emerged statistically significant 
besides customer satisfaction and long term expectations. 
Thus lessons drawn for Maruti is to maintain high levels of product and service quality 
and in order to increase their loyal customer base substantially work towards shaping 
the long term expectations of such customers through specific initiatives directed at 
forging such links . 
In case of Hyundai customers, 
1) the results of Multiple regression have demonstrated higher beta coefficients for 
variables such as commitment than product quality and service quality. Infact 
Hyundai is the only brand which has demonstrated such characteristics In case 
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of other brands, either the other variables have not emerged as statistically 
significant or have a beta coefficient values less than product and service 
quality. 
2) product quality and trust have emerged as powerful variables strongly 
discriminating between groups which are loyal vis-a-vis disloyal 
3) Also Hyundai customers have shown the highest dependence on patronizing 
their authorized service centres out of the three brands. 
Thus Hyundai will have to place lot of importance to higher order attitudinal variables 
such as commitment and trust as both of them appear to be playing an important role in 
forging stronger relationship strength. One of the ways in which this bonding can be 
made stronger is through the efficient ways of handling their authorized service centres. 
For customers who own Tata brand of cars, the study establishes the role of 
1) product and service quality as important statistically significant variables 
influencing relationship strength . 
2) Furthermore, the only variable which has emerged important in distinguishing 
between loyal and disloyal group in case of this brand is commitment. 
Thus, the lessons that can be learnt for the company is to continuously strive towards 
improving product and service quality. Adding to this, the company will have to work 
on building stronger levels of customer commitment as this is the only variable which 
stands to distinguish the loyal vis-a-vis disloyal group. 
Comparing the two sectors has revealed the similarities and differences that seem to 
have prevailed when evaluating both the behavioural and attitudinal variables. 
The first similarity is the confirmation of the line of thinking that variables other than 
customer satisfaction have become important in strengthening relationships with 
companies Thus companies in both the sectors will have to look beyond just achieving 
higher levels of customer satisfaction. 
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Of special significance is the marked difference which seem to suggest that the process 
of building up relationship strength will require a different approach. There is no 
difference in the means of relationship strength for the two sectors which further 
corroborates the fact that what will therefore matter will be the way higher levels of 
relationship can be achieved. 
In this section the researcher has tried to examine the contention that higher order 
attitudinal variables are more important for airlines than car industry. The basis of this 
contention is the fact that with higher levels of intangibility, the reliance on higher 
level attitudinal variables increases. 
The results of this study disapprove of this contention . The role of 'trust' as the higher 
order attitudinal variable is seen to be important for both the sectors. But it is the role of 
'commitment' where there are differences between the two sectors. 'Commitment", 
both continuance and affective is observed to play an important role in the case of car 
industry This fact is proven by examining the results of multiple regression. However, 
the role of commitment does not prove to be statistically significant in case of airlines 
industry. Furthermore even in case of analyzing correlation results, commitment is seen 
to be placed higher in ranking than in case of airlines industry. The role of 
'commitment' is observed to be seen only as one of the strong discriminating variables 
between loyal and disloyal group as also when the level of customer satisfaction is 
reported by the respondent to be greater than four. 
4.6 Summary of some selected Null Hypotheses for the Airlines and 
Passenger Car Industry 
AIRLINES 
Means of trust for different categories of duration is the same 
Means of Perceived switching cost for different categories of duration 
is the same 
Means of trust for different categories of frequency of travel is the 
Result 
Rejected 
Rejected 
Rejected 
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same 
Means of perceived switching cost for different categories of frequency 
of travel is the same 
Mean of customer satisfaction is the same for different categories of 
recency of travel. 
Mean of service quality is the same for different categories of recency 
of travel 
Mean of long term expectations is the same for different categories of 
recency of travel. 
Mean of relationship strength is the Same for different categories of 
recency of travel. 
Mean of commitment is the same for different categories of recency of 
travel. 
Means of perceived switching cost for different categories of 
normally used brand is the same 
Means of relationship strength for different service providers is the 
same 
Means of customer satisfaction for different service providers is the 
same 
Mean of relationship strength remains the same as duration of 
relationship increases. 
Hypotheses for Jet Airways 
Means of service quality for members is the same and nonmembers 
Means of long term expectations for members and nonmembers is the 
same 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Accepted 
Rejected 
Rejected 
1 
i 
1 
i 
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Means of service quality for customers Traveling in business class 
and economy class is the same 
Means of long term expectations for customers traveling in business 
class and economy class is the same 
Means of perceived switching cost for customers traveling in 
business class and economy class is the same 
Hypotheses for Indian Airlines 
Means of service quality for members and nonmembers is the same 
Means of long term expectations for members and nonmembers is the 
same 
Means of relationship strength for members and nonmembers is the 
same 
Means of shared values for members and nonmembers is the same 
Means of perceived switching costs for members and nonmembers is 
the same 
Means of relationship strength for customers traveling in business class 
and economy class is the same 
Hypotheses for Air Sahara 
Means of Commitment between members and nonmembers of those 
whose preferred airline is Air Sahara is the same . 
Means of Perceived switching costs between members and nonmembers 
of those whose preferred airline is Air Sahara is the same . 
Means of Perceived switching costs for those customers who prefer Air 
Sahara and travel in business class and economy class is the same 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
i 
Rejected 
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Hypotheses using independent samples for the Airlines industry 
Mean of Relationship strength is same for frequent flier members and 
nonmembers 
Mean of customer satisfaction is same for frequent flier members and 
nonmembers 
Mean of perceived switching cost is same for frequent flier members 
and nonmembers 
Mean of relationship commitment is same for frequent flier members 
and nonmembers 
Mean of relationship strength is same for business class Vis-a-vis 
economy class. 
Mean of customer satisfaction is same for business class Vis-a-vis 
economy class. 
Mean of trust is same for business class Vis-a-vis economy class. 
Mean of shared values is same for business class Vis-a-vis economy 
class. 
Mean of perceived switching cost is same for business class Vis-a-vis 
economy class. 
Mean of commitment is same for business class vis-a-vis economy 
class 
Mean of relationship strength is same for males as well as females. 
Mean of service quality is same for males as well as females. 
Mean of commitment is same for loyal Vis-a-vis non loyal group of 
customers 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Accepted 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
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Mean of perceived switching cost is same for loyal Vis-a-vis non loyal 
group of customers 
Mean of shared values is same for loyal Vis-a-vis non loyal group of 
customers 
Mean of satisfaction is same for loyal group of customers in contrast to 
non loyal group . 
Mean of service quality is same for loyal group of customers in 
contrast to non loyal group. 
Mean of trust is same for loyal group of customers in contrast to non 
loyal group. 
Mean of long term expectations is same for loyal group of customers in 
contrast to non loyal group. 
Brand choice and recently used service provider are not related. 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
PASSENGER CAR 
Mean of Customer Satisfaction is the same for the different categories 
of the length of relationship. 
Means of satisfaction for different service providers is the same 
Means of trust for different service providers is the same 
Hypotheses for Maruti 
Mean of shared values is same for customers of Maruti who patronize 
the authorized service centers to those who do not patronize the 
authorized service centers 
Rejected 
Rejected 
Rejected 
Rejected 
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Hypotheses for Hyundai 
Mean of relationship strength is the same for those customers of 
Hyundai who own multiple cars and are single brand loyal in contrast to 
those who are not single brand loyal 
Hypothese for Tata 
Mean of shared values is same for customers of Tata who patronize 
the authorized service centers to those who do not patronize the 
authorized service centers 
Mean of commitment is same for customers of Tata who patronize 
the authorized service centers to those who do not patronize the 
authorized service centers 
Mean of shared values is same for customers of Tata who patronize 
the authorized service centers to those who do not patronize the 
authorized service centers 
Mean of commitment is same for customers of Tata who patronize 
the authorized service centers to those who do not patronize the 
authorized service centers 
Hypotheses using independent samples of Passenger Car Industry 
Mean of trust is the same between low and high income groups of 
customers 
Mean of shared values is same between low and high income groups 
of customers. 
Mean of relationship strength is same for males as well as females 
Mean of service quality is same for males as well as females. 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
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Mean of perceived switching cost is same for males as well as 
females 
Mean of commitment is same for customers who patronize the 
authorized service centers to those who do not patronize the authorized 
service centers 
Mean of shared values is same for customers who patronize the 
authorized service centers to those who do not patronize the authorized 
service centers 
Mean of long term expectations is same for customers who patronize the 
authorized service centers to those who do not patronize the authorized 
service centers 
Mean of relationship strength is same for customers who are single 
brand loyal to those who are multiple brand loyal. 
Mean values of trust are the same for those who exhibit single brand 
loyalty as against those who exhibit multiple brand loyalty. 
Mean of commitment is same for loyal vis-a-vis non loyal group of 
customers. 
Mean of shared values is same for loyal Vis-a-vis non loyal group of 
customers 
Mean of long term expectations is same for loyal Vis-a-vis non loyal 
group of customers 
Mean of perceived switching cost is same for loyal vis-a-vis non 
loyal group of customers. 
Mean of satisfaction is same for loyal Vis-a-vis non loyal group of 
customers 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
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Mean of product quality is same for loyal Vis-a-vis non loyal group of 
customers 
Mean of service quality is same for loyal vis-a-vis non loyal group of 
customers 
Mean of trust is same for loyal Vis-a-vis non loyal group of customers. 
Brand choice of car and ownership of car of the same brand are not 
related. 
Duration of relationship and the patronage of the authorized service 
centres are not related . 
Loyalty and the patronage of the authorized service centres are not 
related 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Hypotheses comparing Airlines and Passenger Car Industry 
There is no difference between means of relationship strength for 
Airline customers and for customers of Passenger Car Industry. 
There is no difference between means of Trust for Airline customers 
and for customers of Passenger Car Industry 
There is no difference between means of Shared values for Airline 
customers and for customers of Passenger Car Industry 
There is no difference between means of Long term expectations for 
Airline customers and for customers of Passenger Car Industry 
There is no difference between means of Customer satisfaction for 
Airline customers and for customers of Passenger Car Industry 
Accepted 
Rejected 
Rejected 
Rejected 
Rejected 
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CHAPTER FIVE: CONCLUSION AND 
RECOMMENDATIONS 
5.1 Summary of Results and Conclusions 
5.2 Implication for Companies 
5.3 Future Direction of Research 
CHAPTER FIVE: 
CONCLUSION AND RECOMMENDATIONS 
Chapter outline 
This chapter summarizes the findings of this study under three sections. First section, 
'Summary of results' encapsulates important inferences of the study. The second 
section, 'Implication' based on these conclusions, draws suggestions for the service 
providers to improve their strength of customer relationships practices. The final 
section, 'Areas for future research' describes the limitations of the study and proposes 
themes for fiature studies on this subject. 
The positive benefits of customer relationship management for companies have 
generally not been contested, but can only be realized if customers are willing to 
engage in long-term relationships (Berry, 2000; Sheth and Parvatiyar, 2000) and to 
perceive them as valuable (Ravald and Gronroos, 1996; Sheaves and Barnes, 1996). 
Most research on customer relationship management has been conceptual and focused 
on company benefits, whereas research from the customer's perspective has been scarce 
(Singh and Sirdeshmukh, 2000; Odekerken-Schroder, 1999). 
Relationship marketing, which is concerned with attracting, maintaining and enhancing 
of customer relations (Berry, 1983), offers researchers an ideal umbrella under which to 
explore what happens to customers after they become customers. Since marketing 
activities traditionally tend to be heavily focused on the acquisition of customers, this 
reorientation to customer loyalty which is inherent in the relationship construct, 
provides an important perspective in marketing of both products and services 
Assessing a relationship is also important because of the nature of commitment in 
relationship marketing. Relationships represent far higher levels of commitment than 
do traditional marketing programmes. Yet Berry (1995) noted that the characteristics of 
successful/unsuccessful relationship marketing programmes have not been fully 
identified. If relationship research is to explore methods of enhancing, maintaining, and 
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deepening relationships, an important step is to identify the variables which can be used 
to assess the success of a relationship. His paper proposes to explore the issue of 
evaluating relationships to provide insight into potential methods for diagnosing the 
health of a relationship. The authors argue that satisfaction and/or quality, as currently 
conceptualized, are not sufficient diagnostic tools, certainly not sufficient when only 
one relationship partner's outcomes are assessed. The argument is made that neither 
satisfaction nor quality captures all the relevant dimensions needed to effectively 
evaluate a relationship. 
Assessing a relationship is also important because of the nature of commitment in 
relationship marketing. Relationships represent far higher levels of commitment than 
do traditional marketing programmes. Yet Berry (1995) noted that the characteristics of 
successful/unsuccessful relationship marketing programmes have not been fully 
identified. If relationship research is to explore methods of enhancing, maintaining, and 
deepening relationships, an important step is to identify the variables which can be used 
to assess the success of a relationship. Measuring the strength of relationship therefore 
becomes relevant. 
In measuring the strength of relationships between service provider and customers, 
mostly behavioural indicators (e.g. length of the relationship, recency, frequency or 
monetary value ) for that strength are used. However, the strength of a relationship can 
be derived only partly from behavioural variables, since they only give an indication. 
A good customer is a customer who contributes a relatively large share to the return of 
the organization within a certain period which in particular can be derived from the 
behavioral variables in the database. 
The quality or strength of a relationship on the other hand is determined by customer 
perceptions. So a strong relationship is a relationship that is perceived as such by the 
customer. This depends on the attitude of the customer towards the relationship, which 
cannot be derived from the database. Mainly primary research is required to find out 
how customers perceive their relationship with the supplier. Thus the actual behaviour 
concept may differ from their own perceptions of relationship strength. 
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An additionally interesting perspective on how relationship strength is achieved is the 
commitment of customers. Liljander and Strandvik (1993) conclude that commitment 
and loyalty are related concepts, although they emanate from different research 
traditions Loyalty is usually defined as observed purchase behaviour. This is consistent 
with the transactional perspective used within traditional consumer marketing. 
Commitment has been used within the interaction approach of industrial marketing. It 
refers to adaptation processes which are the result of the parties' intentions to act and 
positive attitudes towards each other. 
Moreover as pointed out in the literature, far less research has been done which 
examines the consequences of forming a service relationship and the process through 
which relationships change. Since both process and outcome are important, this work 
looks at both and in the process distinguishes between relationship quality and 
relationship strength. The view of evaluation process is taken in studying the 
relationship quality. 
Most of the research in CRM still tends to focus on satisfaction or quality as the 
principal measures of relationship outcome, the same which are used to evaluate non-
relationship outcomes. With no consensus on which dimensions make up for quality 
in customer relationships, the researcher has tried to look at the process (relationship 
quality including trust and commitment as the two variables) and the outcome which 
is relationship strength. 
5.1 Summary of Results and Conclusions 
Comparing the two sectors has revealed the similarities and differences that seem to 
have prevailed when evaluating both the behavioural and attitudinal variables in 
addition to the demographic variables. 
Combining the data for the two sectors reveals an overwhelmingly higher percentage of 
males than females who are single brand loyalists. However as regards their 
performance on the attitudinal variables, in case of the Airlines Sector, female 
customers have demonstrated a higher agreeability than males on Relationship strength 
whereas it is vice versa for males with respect to the car industry . 
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Thus the inference one draws is the gap in the performance of behavioural and 
attitudinal variables for males and females where the pattern of the two variables 
moving in tandem seem to reflect in case of customers for the car industry but not so 
for the customers of the airline industry. The implication of this finding for the 
marketer is to ensure that the chain from building strong attitudes manifesting in 
behaviour should remain smooth across the two gender categories for true loyahy to 
be achieved in contrast to spurious loyalty which is manifested only in higher levels of 
behaviour. 
The difference between the two sectors is evident in case of occupation as the variable 
In case of Airline customers, those whose occupation is business have reported 
moderately higher single brand loyalty than service class. However in case of Car 
industry customers, an overwhelming majority (61%) have a service occupation 
background as against 39 % for the business class. In case of duration, the highest 
percentage for Airline customers is for the category pertaining to '1-3 years' (48.2) 
whereas the highest concentration in case of car industry is for the category 'greater 
than 3 years'. In the light of these findings. Marketer representing the airline sector will 
have to ensure higher levels of sustainable single brand loyalty for the business class by 
treating this as an important segment and customizing their marketing communication 
efforts to cater to the demands of this segment. The same logic holds true for reaching 
out to the service class where initiatives from the companies have to consider the 
options desirable and attractive for this class. 
Increasing the duration of relationship to more than three years is observed to impact 
the single brand loyalists of car industry. One Way Anova was carried out on all the 
attitudinal variables with the grouping variable as the duration of relationship 
establishes the inclusion of only customer satisfaction whose means have proven to be 
statistically different for all these four categories. The mean value is seen to be highest 
for the category greater than three years. Thus companies can take a cue from this 
finding and devise strategies in such a way that this fact can be reinforced and that the 
longer the stay, the more advantage can be enjoyed for both the company and the 
customer. In order to achieve desirable results with length of relationship, reliance on 
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customer satisfaction is adequate and dependence on higher level attitudinal variables is 
not evident as per the findings of the study. 
In case of airline industry, the challenge is for companies to identify and nurture such 
single brand loyalists within the three years period and help in first building higher 
order attitudinal variables so that it results in life long association with the company 
notwithstanding the realization that Relationship Strength has remained unaffected by 
the increase in duration of relationship. Mean value of Trust and Perceived switching 
cost have emerged as different for the Airlines Industry with duration as the grouping 
variable where Mean value is observed to be highest for both trust and perceived 
switching cost for category greater than 3 years. Thus the role of these two variables 
will be paramount for the airlines industry. 
Comparing the loyalists with the non loyalists for the two sectors, means of all the eight 
attitudinal variables have emerged as statistically significant in explaining the 
differences between these two groups. This confirms the distinct characteristics 
exhibited by the two groups. On all these variables, loyal group members have 
exhibited a higher mean than the disloyal members. 
Furthermore for the Airlines Industry based on the mean value analysis of its variables 
for both the groups, one finds that for the overall sample, the maximum mean value is 
for trust followed by service quality and satisfaction, for the loyal group, highest mean 
value is demonstrated for satisfaction, service quality and then trust . In case of the 
Passenger Car Industry, the maximum mean value is for trust followed by product 
quality and satisfaction, for the loyal group, highest mean value is demonstrated for 
product quality followed by trust and then service quality. 
The results of the correlation coefficient are a pointer to the importance placed to the 
attitudinal variables when observed in consonance with relationship strength. For both 
the sectors, customer satisfaction attains the highest ranking. The second and third 
ranking is contested and the positions interchanged for the two sectors between long 
term expectations and trust. In case of Airlines, it is long term expectations followed by 
trust whereas in case of car industry, it is vice versa. Further, for airline customers, next 
important variable is shared values followed by commitment whereas for car industry, 
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it is commitment followed by shared values. The role of trust and commitment emerges 
stronger for car as against airline industry. The results of correlation are further 
substantiated by examining the standardized beta coefFicients obtained by fitting 
multiple regression on both the sectors. The similarities are seen by the presence of 
customer satisfaction and trust. The results clearly highlights the role of both trust and 
commitment for the car industry (including long term expectations and shared values) 
whereas it is exhibited by only trust in case of airline industry 
In case of the attitudinal variables, the first similarity is the confirmation of the line of 
thinking that variables other than customer satisfaction have become important in 
strengthening relationships with companies. Thus companies in both the sectors will 
have to look beyond just achieving higher levels of customer satisfaction . 
Of special significance is the marked difference which seem to suggest that the process 
of building up relationship strength will require a different approach for the two sectors. 
There is no difference in the means of relationship strength for the two sectors which 
further corroborates the fact that what will therefore matter will be the way higher 
levels of relationship can be achieved. 
The researcher has tried to examine the contention that higher order attitudinal 
variables are more important for airlines than car industry. The basis of this contention 
is the fact that with higher levels of intangibility, the reliance on higher level 
attitudinal variables increases. 
The results of this study disapproves this contention . The role of 'trust' as the higher 
order attitudinal variable is seen to be important for both the sectors. But it is the role 
of 'commitment' where there are differences between the two sectors. 'Commitment', 
both continuance and affective is observed to play an important role in the case of car 
industry This fact is proven by examining the results of multiple regression. However, 
the role of commitment does not prove to be statistically significant in case of airlines 
industry. Furthermore even in case of analyzing correlation results, commitment is seen 
to be placed higher in ranking than in case of airlines industry. The role of 
'commitment' is observed to be seen only as one of the strong discriminating variables 
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between loyal and disloyal group as also when the level of customer satisfaction is 
reported to be very high (greater than four). 
It appears plausible that since the car customer who is single brand loyal remains with 
the company for a longer time as compared with airline customers, the role of 
commitment seems to have starting surfacing although the impact is seen to be 
marginal but significant. Thus in drawing comparison between the two sectors, while 
for both, trust building initiatives will play an important role, the challenge in case of 
single brand loyalists for the car industry is to escalate the psychological bonds to the 
level of commitment building . 
In case of the Airline industry, the role of duration of relationship will appear to be 
significant only when it is resuhing in commensurate efforts made to improve levels of 
trust and perceived switching costs Also the role of commitment appears to have an 
impact on relationship strength only with substantially higher levels of customer 
satisfaction . This finding has strategic implication in the sense of ensuring that the 
subset of customers who have reported customer satisfaction levels greater than four 
also remain strongly committed customers demonstrating substantially higher levels of 
commitment in general and affective commitment in particular. The role of trust in 
reflecting such higher levels of commitment will be crucial. 
The remaining part of this subsection analyzes the two sectors separately to draw 
conclusions on the industry as a whole. In this subsection, both the industries are 
covered for all the dimensions of quality in customer relationships that forms part of 
the study. In other words, the role played by various attitudinal variables in the process 
of building customer relationships to eventually attain the desirable outcome of 
impressive levels of relationship strength . 
Airlines Industry as a whole 
In order to understand the characteristics of those customers who have followed a 
transactional approach vis-a-vis those who have had a relationship approach, two 
variables were studied together and data was broken down into smaller sets. The two 
variables that were taken into consideration included duration of the relationship and 
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frequency of travel The variable duration was recoded and had four categories (1 thru 
4) instead of 5 earlier. The first two categories of the earlier variable duration were 
clubbed together 
The four clusters were organised based on frequency of usage and duration. Both these 
variables were grouped in two categories based on the time period of one year or 
beyond. The four clusters have very distinct characteristics . Mean relationship strength 
is the highest for the fourth cluster which is purely relationship oriented and is lowest 
for the one which is purely transaction oriented. The most important variable for the 
cluster which is purely relationship oriented is trust followed by service quality but for 
the cluster which is purely transaction oriented, the important variables that have 
emerged include customer satisfaction. 
This study is trying to establish the process and outcome of building up relationships 
A basic issue among researchers is whether to define brand loyalty in terms of 
- Attitudinal measures or 
-Behavioural measures 
Analysis of Behavioural variables 
Out of these variables, the recency effect has been the most powerflil in explaining the 
differences amongst the eight attitudinal variables. Five such variables are significantly 
different when analyzed against the effect of the most recently used brand. 
Another interesting analysis relates to single brand loyahy. Single brand loyalty is seen 
to reflect a high share of customer^. The data reveals that as far as single loyalty is 
concerned, those customers who normally use Indian Airlines have exhibited the 
highest level (15%) as against 13.2% for Jet Airways and 1% for Air Sahara. 
A case in point is the evaluation of the frequent flier program 30.4 percent are 
members of Jet Airways program, 39.1 percent of Indian Airlines and 19.1 percent 
of Sahara. For the airline industry as a whole, out of those who are single brand loyal 
" Share of customer is defined as the company's share of the total amount spent by a particular customer 
in a product or service category 
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(to any of the three participating brands), 57.5 percent are not members of the loyalty 
programme The same percentage in case of Jet Airways is 64.1 percent, 56,8 percent in 
case of Indian Airlines and 45.5 percent in case of Air Sahara. Barring Air Sahara, for 
all the other percentages the majority is not indicating the fact that membership in any 
of the loyalty programme is encouraging single brand loyalty. 
Thus as it appears, the membership programmes need to be restructured so as to 
reward true loyalty by identifying customers with sufficiently higher levels of 
relationship strength ,customer commitment and perceived switching costs as on these 
variables, members demonstrate a higher agreeability than nonmembers. 
Another important aspect that we have to consider is that the importance of the 
relationship for customers varies significantly. Some customers may be very committed 
to the relationship and for these customers the perceived satisfaction with the 
relationship is very important. Others may find the relationship basically unimportant 
and for these customers the satisfaction component is not as important. 
The study has also tried to examine two groups and their effect on attitudinal 
variables viz. 
- Business and Economy class travelers 
- Males and Females 
The impact of being an economy vis-a-vis business traveler was also studied on the 
attitudinal variables. Variables such as relationship strength and trust did not 
demonstrate any difference in the means for the two groups whereas it emerged 
significantly different for customer satisfaction, service quality, shared values, 
perceived switching costs, commitment. On all these variables customers traveling by 
business class demonstrate a higher agreeability than those traveling by economy class. 
Gender differences and their impact on attitudinal variables was also studied. Because 
the mean commitment scores for males is 3.57 and for females is 3.78, female 
customers demonstrate a higher agreeability on commitment than males customers. 
Also results were observed on other variables like service quality. Because the mean 
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service quality scores for males is 3.75 and for females is 3.91, female customers 
demonstrate a higher agreeability on service quality than male customers.. 
Furthermore our study has tried to establish that trust and commitment, two important 
variables have a powerful impact only with considerably higher levels of customer 
satisfaction( the value of the scale being greater than 4). Both these variables have 
emerged statistically significant for the entire data set. The same trend is evident for Jet 
Airways too. 
Results of Multiple regression with relationship strength as the dependent variable also 
reveals the contribution of some of the attitudinal variables which have emerged as 
statistically significant. For the entire data set on the airlines industry, only three have 
emerged significant which are satisfaction, service quality and trust (relative order of 
importance). 
Passenger car industry 
This study is trying to establish the process and outcome of building up relationships 
A basic issue among researchers is whether to define brand loyalty in terms of 
- Attitudinal measures or 
- Behavioural measures 
Our study has examined the impact of the behavioural measures in our study like 
duration of relationship, single brand loyalty and mileage on the various attitudinal 
variables covered in this study . 
Analysis of Behavioural variables 
Out of the set of behavioural variables, mileage has emerged as an important variable 
explaining differences in mean for five of the variables viz. Product Quality, Service 
Quality, Satisfaction, Trust and Relationship Strength 
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The study has also tried to examine three groups and their effect on attitudinal 
variables Two of these groups have a demographic criteria viz. income and gender 
The third one borders on behavioural aspects of assessing single brand loyalty. 
Single brand loyalty 
-Patronage of authorized service centres 
Single brand loyal customers also reflected their loyahy for the supplementary services. 
90.6 % of such customers were using the services of the authorized service centers. In 
case of Maruti, 84.4 % of their customers always get their servicing done through an 
authorized service centre. The corresponding percentage for Hyundai is 87.5 and for 
Tata, it is 75.5 percent. Thus the researcher observes a high dependence on these 
centres for the servicing needs of the customers, the highest percentage reported for 
Hyundai followed by Maruti and then Tata 
Out of all the attitudinal variables which have been analyzed for this dimension of 
single brand loyalty, only trust emerges has a variable which can explain the 
differences in the means for the three parent brand as being statistically significant. 
This is a pointer to the realization that only those customers who have built up a certain 
level of trust with the company as a brand will consider and patronize their augmented 
offering. 
-Single brand ownership of those who own multiple cars. 
For those who were owning more than one car, 26 % were owning the same brand 
whereas 74 % were owning different brand of cars. Again for those who were owning 
more than one car and who have demonstrated single brand loyalty, 57.5 % were 
owning Maruti, 26 % Hyundai and 16.4 % Tata brand of passenger cars. 
Also the mean of relationship strength for those who are single brand loyal is 3.32 and 
for those who are muhiple brand loyal is 3.65, customers who are multiple brand loyal 
demonstrate a higher agreeability on relationship strength than those who are single 
brand loyal. Thus this way of defining single brand loyalty does not directly estabUsh 
its impact on relationship strength as revealed from this study. 
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Attitudinal 
Loyal and Disloyal Group 
Means of all the eight attitudinal variables have emerged as statistically significant in 
explaining the differences between these two groups. This confirms the distinct 
characteristics exhibited by the two groups . or all these variables, loyal group members 
have exhibited a higher mean than the nonloyal members. 
Furthermore based on the mean value analysis of its variables for both the groups, one 
finds that for the overall sample, the maximum mean value is for trust followed by 
product quality and satisfaction, for the loyal group, highest mean value is 
demonstrated for product quality followed by trust and then service quality. 
Analysis of the attitudinal variables 
The highest mean amongst all the attitudinal variables for the passenger car industry 
was observed by Trust (3.72) followed by mean of product quality at 3.67 and mean 
of customer satisfaction at 3.62 
The resuhs of one-way ANOVA carried out on the sample of data for Passenger Car 
Industry clearly reveals that the means of trust and of customer satisfaction are 
statistically different for three service providers. Mean of satisfaction is the highest 
(3.71) for those who own Maruti followed by 3.59 for Hyundai owners and 3.34 for 
Tatas . Mean of trust is the highest (3.83) for those who own Maruti followed by 3.67 
for Hyundai owners and 3.45 for Tatas . 
Results of Multiple regression with relationship strength as the dependent variable also 
reveals the contribution of some of the attitudinal variables which have emerged as 
statistically significant. For the entire data set on the passenger car industry, seven 
have emerged significant which are service quality, product quality, satisfaction, trust, 
commitment, long term expectations and shared values (with a negative sign)(relative 
order of importance). 
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Discriminant Analysis 
In order to understand more comprehensively the discriminating power of the 
independent variables, data was also subjected to Discriminant analysis. Two group 
discriminant analysis was carried out where the two groups were termed as 'loyal' or 
'disloyal' based on their mean value of relationship strength being less than 4 or greater 
than or equal to 4. This technique was chosen to understand the impact independent 
variables have in achieving the transition from customers being part o f disloyal' group 
to 'loyal' group. 
Thus for the overall data , the highest discriminating power emerges for product quality 
followed by service quality, long term expectations and trust in that order 
Furthermore, for Maruti, the variables which have demonstrated significant power in 
discriminating the two groups is product quality and service quality, for Hyundai, it is 
product quality and trust and for Tata it is exclusively commitment. 
The research on Car Industry has examined the individual contribution of the eight 
attitudinal variables on the dependent variable, relationship strength. Furthermore, 
some of the demographic and behavioural variables have also been included in the 
study which serves as useful grouping variables. The study has also analysed the role of 
the eight independent variables in exercising their discriminatory power in the forming 
of two mutually exclusive groups, the privileged group of loyalists vis-a-vis non 
loyalists. 
Means of the attitudinal variables do differ significantly on both economic and gender 
criteria. 
In behavioural variables, mileage has emerged an important variable. Also single brand 
loyalty has emerged powerful but only when it is defined as patronage by the 
authorized service centres. Most manufacturing and service businesses offer their 
customers a package of benefits involving delivery of not only the core product but also 
a variety of service related activities. With both services and goods, the core product 
sooner or later becomes a commodity as competition increases and the industry 
matures. Although managers continually need to consider opportunities to improve the 
Page 184 
core product, the search for competitive advantage in a mature industry often 
emphasizes performance on the supplementary services that are bundled with the core 
(Lovelock, 2001). 
In the attitudinal variables, for the data as a whole, one thing which emerges clearly is 
that Indian customers are mature enough to look for variables beyond product, service 
quality and customer satisfaction to establish a stronger relationship with the brand as 
evident by a host of significant independent variables such as trust, commitment and 
long term expectations. 
Furthermore in order to understand which variables cause the transition from a 
disloyal to a loyal group, the role of product quality, service quality, long term 
expectations and trust in that order is evident from the analysis. Thus companies will 
have to look for ways to increase the strength of relationship as a process to eventually 
ensure that the outcome of forming an increasingly bigger loyal group is achieved. 
5.2 Implication for Companies 
This subsection discusses the brand level results as well so as to suggest to companies 
ways of improving the strength with the desired profile of customers. Thus this section 
will move to discussing company specific strategies as distinct from a generic industry 
specific strategy suggested above. The six companies which are included in the study 
are Jet Airways, Indian Airlines and Air Sahara for the Airlines Sector and Maruti, 
Hyundai and Tata for the Passenger Car Industry. 
Furthermore to study the role of attitudinal variables in influencing the process and 
outcome of developing strong relationships, the attitudinal variables covered in the 
study have been regrouped into two broad categories, viz lower and higher order 
variables. The higher order attitudinal variables are further classified under four types 
of bonds namely economic, continuation, ideological and psychological. 
The variables included in these two groups are as under:-
Lower order attitudinal variables: Service quality, customer satisfaction and product 
quality (Relevant only for Maruti, Hyundai and Tata). 
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Higher order attitudinal variables: Economic bonds (includes Perceived switching 
costs), Continuation bonds (includes Long term expectations). Ideological bonds 
(includes shared values) and Psychological bonds (includes trust and commitment). 
Brand specific discussion on the three participating brands for the Airlines sector 
Means of relationship strength and of customer satisfaction are statistically different for 
three service providers. Mean of relationship strength is the highest (3.73) whose brand 
choice is Jet Airways followed by Air Sahara at 3,65 and Indian Airlines at 3.58 .The 
same trend is evident for customer satisfaction with the mean value(3.94) highest for 
Jet airways followed by air Sahara at 3.70 and Indian airlines at 3.58. 
Jet Airways 
Customers who have demonstrated single brand loyalty for Jet Airways have been 
either using their services for the last two-three years (28.2 %) or have used it for 
greater than 3 years (25.6%). Thus the association has been 2 years and more for 53 % 
of such customers of Jet Airways who are exclusively loyal to Jet Airways. 
Another very interesting insight that was observed from the data was that for JET 
Airways customers who are single brand loyal, 64.1% of them are not members of their 
frequent flier program .Further to that, the means of three attitudinal variables emerged 
to be statistically different for members vis-a-vis non members. These are Service 
quality. Long term expectations and Relationship strength. Another set of independent 
groups classified on the basis of business and economy class was also examined for Jet 
airways. The means that were found to be different included Satisfaction, Service 
quality. Shared Values, Long term expectations and Perceived Switching Costs. 
Results of Multiple regression with relationship strength as the dependent variable also 
reveals the contribution of some of the attitudinal variables which have emerged as 
statistically significant. For the data set pertaining to Jet Airways ,only four have 
emerged significant which are satisfaction, service quality, commitment and long term 
expectations (relative order of importance). Explaning the differentiating power 
between the loyal versus the disloyal group for Jet Airways, commitment followed by 
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satisfaction are the two variables which have emerged powerflil in their discriminating 
power for the two groups of customers. 
Thus Jet Airways has to place importance to customer satisfaction and service quality 
in order to improve the levels of relationship strength. But the role of higher order 
attitudinal variables become paramount as evident from the presence of commitment 
and long term expectations. Also Jet Airways need to restructure its frequent flier 
programme so that it actually results in higher single brand loyalty. This fact is 
reinforced because long term expectations is also one of the statistically significant 
variable that has emerged in the study to influence relationship strength To begin with, 
they can look at the subset of customers who have been with them for more than 2 
years and offer them benefits which actually reflect in their behaviour For this subset, 
priority can be placed to those customers whose means of relationship strength are 
considerably higher. 
Furthermore Jet Airways needs to shape up its offering and communication so as to 
improve the occurrence of psychological bonds (commitment both for increasing the 
level of relationship strength and as the strong distinguishing variable in discriminating 
loyal and disloyal group). The power of discriminating loyal and disloyal group is 
heavily relied on commitment for Jet Airways .Incidentally Jet Airways is the only 
service provider out of the three brands studied by the researcher which has a higher 
order attitudinal variable to discriminate between loyal and disloyal group. The table 
below summarizes the role of attitudinal variables for Jet Airways. The first column 
explains the ranking obtained from correlation, second denotes ranking using 
standardized beta coefficients and the third denotes ranking using standardised 
canonical coefficients obtained from muhiple discriminant analysis . 
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Table 5.1: Relevant bonds for Jet Airways 
Lower order 
attitudinal 
variables 
Service quality 
Customer 
satisfaction 
Ranking (on 
correlation 
results) 
3 
2 
Ranking ( 
standardized 
beta coefficients 
of multiple 
regression) 
2 
1 
Ranking(Standardised 
canonical dicriminant 
function) 
2 
Higher order attitudinal variables 
Bonds 
Economic bonds 
Ideological bonds 
Continuation bonds 
Psychological bonds 
Trust 
Commitment 
7 
6 
1 
5 
4 
4 
3 1 
Indian airlines 
Majority of the Customers who have demonstrated single brand loyalty for Indian 
Airlines have been using their services for greater than three years (63.6%) or have 
been using for the last two-three years (13.6 %) Thus the association has been 3 years 
and more for 63.6 % of such customers of Indian Airlines who are exclusively loyal to 
Indian Airlines. 59.1 % of such customers are males and 40.9 % are females. Our 
sample suggests that the occupational profile of such customers is more favourably 
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inclined for business class (54.5%) and less for the service class (45.5%).The frequency 
of using Indian Airlines services for these customers is either 6-10 times in a year 
(25 0%) or 2-5 times in a year (54.5%). 59% of such customers travel by economy 
class and the remaining 41% in business class. Most of them travel for the purpose of 
business (61.4%) or combining business and leisure (27.3%) . 
Another very interesting insight that was observed from the data was that for Indian 
Airlines, customers who are single brand loyal, 56.8% of them are not members of their 
frequent flier program. Furthermore those customers of Indian airlines whose rating of 
customer satisfaction is greater than 4, demonstrated a high correlation between 
relationship strength and shared values which was positive and statistically significant 
as well. This lends credence to our belief that completely satisfied customers of Indian 
Airlines have a strong sense of shared values with this service provider and higher this 
realization, more is their relationship bonding with the service provider. 
Analyzing Multiple regression results for the data set pertaining to Indian airlines 
,only two have emerged significant which are service quality and shared values 
(relative order of importance ). . For Indian Airlines customers, the only powerful 
variables for explaining the discriminating power between the two groups remains 
service quality.Thus for Indian Airlines, both correlation for those customers who have 
reported customer satisfaction greater than four and multiple regression have reinforced 
the strong link between relationship strength and shared values. This lends credence to 
our belief that completely satisfied customers of Indian Airlines have a strong sense of 
shared values with this service provider and higher this realization ;more is their 
relationship bonding with the service provider. Furthermore, for Indian Airlines 
customers, the only powerful variables for explaining the discriminating power 
between the two groups remains service quality. Thus one can presume that while the 
older generation still gives importance to shared values, it is perhaps the younger 
generation which has started also preferring this airline and are therefore focusing on 
service quality as the sole discriminating factor. However this fact needs to be 
corroborated by further research as in this study, age of the respondent is not 
considered as the variable and is therefore one of the limitations of the study. 
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The table below summarizes the role of attitudinal variables for Indian Airlines The 
first column explains the ranking obtained from correlation, second denotes ranking 
using standardized beta coefficients and the third denotes ranking using standardised 
canonical coefficients obtained from multiple discriminant analysis 
Table 5.2: Relevant bonds for Indian Airlines 
Lower order 
attitudinal 
variables 
Service quality 
Customer 
satisfaction 
Ranking (on 
correlation 
results) 
1 
3 
Higher order attitudinal variables 
Bonds 
Economic bonds 
Ideological bonds 
Continuation bonds 
Psychological bonds 
Trust 
Commitment 
7 
4 
2 
5 
6 
Ranking 
(standardized 
beta coefficients 
of multiple 
regression) 
1 
2 
Ranking 
(Standardised 
canonical dicriminant 
function) 
1 
i 
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Air Sahara 
For customers who refer Air Sahara ,the study estabhshes the role of economic 
bonds(Perceived Switching cost) which have proven to be powerful and statistically 
significant.. For customers of Air Sahara, economic bonds are even more important 
than service quality as revealed by the value of the coefficients. It is perhaps a 
reflection of this realization that the highest percentage of single brand loyalists out of 
those who are members of frequent flier members programme happen to be customers 
of Air Sahara. Moreover, in case of Air Sahara, it is the role of satisfaction followed by 
service quality which is observed in establishing a strong explanatory power in 
bringing out the differences between the loyal and the disloyal group. Thus, the lessons 
that can be learnt for the company is to continuously strive towards improving 
customer satisfaction and service quality. Adding to this, the company will have to 
work on building stronger levels of psychological, ideological and economic bonds by 
reaching out to customers with higher levels of commitment and targeting them through 
the loyalty programme as significant difference in means have emerged in case of 
three variables (Shared Values, perceived Switching Costs and Commitment) for the 
group being members vis-a-vis non members of Air Sahara .Needless to say, they will 
have to maintain higher levels of customer satisfaction and service quality 
The table below summarizes the role of attitudinal variables for Air Sahara . The first 
column explains the ranking obtained from correlation,second denotes ranking using 
standardized beta coefficients and the third denotes ranking using standardised 
canonical coefficients obtained from multiple discriminant analysis. 
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Table 5.3: Relevant bonds for Air Sahara 
Lower order 
attitudinal 
variables 
Service quality 
Customer 
satisfaction 
Ranking (on 
correlation 
results) 
1 
2 
Ranking 
(standardized 
beta coefficients 
of multiple 
regression) 
3 
1 
Ranking 
(Standardised 
canonical dicriminant 
function) 
2 
1 
Higher order attitudinal variables 
Bonds 
Economic bonds 
Ideological bonds 
Continuation bonds 
Psychological bonds 
Trust 
Commitment 
7 
6 
1 
5 
4 
6 
5 
3 
4 
7 
i 
Brand specific discussion on the three participating brands for the Passenger Car 
sector 
Mean of relationship strength is the highest (3.53)for those who own Maruti followed 
by 2.86 for Hyundai owners and 2.56 for Tatas. It is thus very clearly evident that 
those who are exclusively loyal to Maruti have demonstrated a very high agreeability 
towards the brand and differs significantly from the other two brands under 
consideration. Also Mean of product quality has proven to be statistically different for 
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such customers It is highest (3.70)for those who own Maruti followed by 3.18 for 
Hyundai owners and 2.68 for Tatas 
Maruti 
The study highlights that those who own two cars and have shown single brand 
loyalty, exclusively Maruti loyalists happen to be 58.7 %. Thus not only should Maruti 
strive to work towards ensuring that they are able to maintain this trend if not increase 
but more importantly they should ensure that single brand loyalists are 'truly' loyal to 
the brand by demonstrating impressively higher levels of strong and favourable 
attitudes towards the brand. 
On the specific company front, in case of managing attitudinal variables for Maruti 
customers, product and service quality remains powerful variables whether 
1) is to examine significant correlation coefficient variables for those customers of 
Maruti who have rated customer satisfaction greater than 4. 
2) strong discriminating variables between groups which are loyal vis-a-vis 
disloyal. 
3) As powerful independent variables which have emerged statistically significant 
besides customer satisfaction and long term expectations. 
Thus lessons drawn for Maruti is to maintain high levels of product and service quality. 
Furthermore the results of multiple regression assign a higher ranking to continuation 
bonds as against customer satisfaction. The overpowering influence of continuation 
bonds is also observed in order to increase their loyal customer base. Thus Maruti will 
have to substantially work towards shaping the long term expectations especially of 
those customers who are favourably inclined with strong positive attitude. One of the 
initiatives already undertaken by Maruti is to launch and institutionalize their loyahy 
programme as against using it earlier as a promotional tool. The suggestion for Maruti 
is to devise a different loyalty programme for their truly loyal customers so as to 
reward 'true' loyalty. 
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The table below summarizes the role of attitudinal variables for Maruti. The first 
column explains the ranking obtained from correlation, second denotes ranking using 
standardized beta coefficients and the third denotes ranking using standardised 
canonical coefficients obtained from multiple discriminant analysis . 
Table 5.4: Relevant bonds for Maruti 
Lower order 
attitudinal variables 
Product quality 
Service quality 
Customer satisfaction 
Ranking 
(on correlation 
results) 
1 
2 
2 
Ranking 
(standardized 
beta coefficients 
of multiple 
regression) 
2 
1 
4 
Ranking 
(Standardised 
canonical 
dicriminant 
function) 
1 
2 
Higher order attitudinal variables 
Bonds 
Economic bonds 
Ideological bonds 
Continuation bonds 
Psychological bonds 
Trust 
Commitment 
5 
4 
3 
6 
3 
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Hyundai 
The percentage of Hyundai customers who are patronizing their authorized service 
centres is 87.5. Thus the researcher observes a high dependence on these centres for 
the servicing needs of the customers. Also it is only in case of Hyundai customers that 
the relative importance of higher order attitudinal variables has emerged stronger than 
product and service quality, a pointer to the fact that Hyundai will have to be ready to 
build and sustain higher levels of some of the attitudinal variables like trust and 
commitment. 
In case of Hyundai customers, 
1) the results of Multiple regression have demonstrated higher beta coefficients 
for variables such as commitment than product quality. Infact Hyundai is the 
only brand which has demonstrated such characteristics. In case of other 
brands, either the other variables have not emerged as statistically significant or 
have a beta coefficient values less than product and service quality. 
2) product quality and trust have emerged as powerful variables strongly 
discriminating between groups which are loyal vis-a-vis disloyal 
Thus Hyundai will have to place lot of importance to higher order attitudinal variables 
such as commitment and trust as both of them appear to be playing an important role in 
forging stronger relationship strength. For Hyundai, the ranking of commitment is even 
higher than product quality .One of the ways in which this bonding can be made 
stronger is through the efficient ways of handling their authorized service centres 
However, what needs to be ascertained is whether the level of commitment is of the 
affective or continuance type. Higher levels of Affective commitment will imply 
stronger emotional connect with the brand otherwise it will appear to be commitment 
which is more out of necessity than a choice. 
The table below summarizes the role of attitudinal variables for Hyundai. The first 
column explains the ranking obtained from correlation, second denotes ranking using 
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standardized beta coefficients and the third denotes ranking using standardised 
canonical coefficients obtained from multiple discriminant analysis . 
Table 5.5: Relevant bonds for Hyundai 
Lower order 
attitudinal 
variables 
Product quality 
Service quality 
Customer 
satisfaction 
Higher order attitudin 
Bonds 
Economic bonds 
Ideological bonds 
Continuation bonds 
Psychological bonds 
Trust 
Commitment 
Ranking (on 
correlation 
results) 
1 
2 
5 
al variables 
8 
7 
6 
3 
4 
Ranking 
( standardized 
beta coefficients 
of multiple 
regression) 
3 
1 
2 
Ranking 
(Standardised 
canonical 
discriminant 
function) 
2 
1 
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Tata 
Means of shared values is different for customers of Tata who patronize the 
authorized service centers to those who do not patronize the authorized service centers 
Mean shared value of those Tata customers who patronize the authorized service 
centres is observed to be 3.00 which is higher than those who do not patronize such 
service centres as their mean is 2.48. Means of commitment is different for customers 
of Tata who patronize the authorized service centers to those who do not patronize the 
authorized service centers Mean commitment value of those Tata customers who 
patronize the authorized service centres is observed to be 3.11 which is higher than 
those who do not patronize such service centres as their mean is 2.62. 
For customers who own Tata brand of cars, the study establishes the role of 
1) duct and service quality as important statistically significant variables 
influencing relationship strength . 
2) Furthermore, the only variable which has emerged important in distinguishing 
between loyal and disloyal group in case of this brand is commitment. 
Thus as seen in case of Hyundai, effective management of their authorized service 
centers is suggested as one area where Tata company can work on as patronizing these 
centers demonstrates higher preponderance of ideological and psychological bonds. 
Furthermore, the company Tata can start rewarding committed customers by giving 
them preferential treatment as commitment appears to be the sole variable in 
distinguishing loyal and disloyal group. 
The table below summarizes the role of attitudinal variables for Tata. The first column 
explains the ranking obtained from correlation, second denotes ranking using 
standardized beta coefficients and the third denotes ranking using standardised 
canonical coefficients obtained from multiple discriminant analysis . 
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Table 5.6: Relevant bonds for Tata 
Lower order 
attitudinal variables 
Product quality 
Service quality 
Customer satisfaction 
Ranking (on 
correlation 
results) 
1 
3 
6 
Ranking 
( standardized beta 
coefficients of 
multiple regression) 
2 
1 
Ranking 
(Standardised 
canonical 
discriminant 
function) 
Higher order attitudinal variables 
Bonds 
Economic bonds 
Ideological bonds 
Continuation bonds 
Psychological bonds 
Trust 
Commitment 
7 
2 
5 
4 1 
This study has undoubtedly confirmed the significant role being played by so called 
higher order attitudinal variables in developing and strengthening relationship strength 
with companies as brands. Thus this study has demonstrated that companies need to 
start looking beyond just achieving higher levels of customer satisfaction. Companies 
will need to take cognizance of this realization and will have to devise better ways and 
mechanism to deepen the bonding especially with their key customers so that such 
customers not only grow in numbers but also reward the companies through sustained 
true loyalty. The Indian customer has demonstrated maturity in the way they deal with 
companies and what do they look for in the companies that they choose to do business 
with. This realization should not be ignored and having accepted this fact, companies 
need to identify ways to effectively manage by devising appropriate strategies so that 
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the association of the customer with the company remains as long as their entire 
lifetime 
5.3 Future Direction of Research 
In the Indian context, little research has been done in the area of delineating a 
framework for understanding the process of building customer relationships. The focus 
of this study was on Airlines and Passenger Car Industry. The topic of research can be 
extended to some of the other industries where relationship building initiatives by the 
company are fairly advanced like Hotels, Retail or Banking sectors. 
Most of the research studies available on similar subjects have primarily focused on 
studying from the company's perspective. This study looks at relationship building 
from a customer's perspective. 
The mediating role of behavioural variables can be studied more in detail in terms of 
how they impact relationship strength. This can be further established using some of the 
high level sophisticated techniques like Structural Equation Modelling. Research can 
also be carried out to examine the role of personal loyalty which is a type of customer 
loyalty where the object is a particular service worker as distinct from service provider 
loyalty where the object is the service provider or the firm. In other words, the manner 
in which variables used in this study have been operafionalised can be modified to 
consider the role of company personnel in shaping and strengthening relationship 
strength 
From the point of view of customers, it is important to note that every episode does not 
carry the same importance or weight in the customer's evaluation of the relationship A 
successful critical episode can strengthen the relationship. This research can be 
extended to identify the various critical episodes in both the industries and to see how 
they are handled. Furthermore, the extent to which they have been handled 
satisfactorily and their impact on shaping levels of commitment leading to higher levels 
of relationship strength needs to be studied in detail. 
This study was covered in Delhi and Noida. It can be replicated in other geographical 
areas and the results can be compared. Also age of the respondent has not been 
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captured Thus this Hmitation in this study can be overcome by including the age of the 
respondent and studying how it impacts the various attitudinal variables covered in this 
study. 
The role of Psychological bonds represented by trust and commitment can also be 
examined in greater detail especially the role of affective trust and affective 
commitment. 
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APPENDIX 1: 
Reliability Results for the Two Industries 
Table lA: Reliability test Results for Attitudinal Variables of Airlines Industry 
Cronbach's 
Alpha 
0.948 
N 
292 
No. of Items 
42 
Item Total Statistics 
Scale Mean 
if Item 
Deleted 
Scale 
Variance if 
Item 
Deleted 
Corrected 
Item" 
Total 
Correlation 
Squared 
Multiple 
Correlation 
Cronbach's 
Alpha if 
Item Deleted 
Relationships Strength 
RSI 
RS2 
RS3 
RS4 
RS5 
14.5068 
14.5816 
14.7551 
14.7789 
14.5204 
9.7389 
9.8278 
9.2572 
9.8452 
9.8614 
.7125 
.7404 
.5329 
.6317 
.6262 
.6090 
.6372 
.2959 
.4556 
.4316 
.7835 
.7785 
.8436 
.8037 
.8051 
Service Quality 
SQINFLIG 
VI1 
V12 
V13 
V14 
V15 
41.9010 
41.9659 
41.9795 
41.9283 
41.8737 
42.0990 
55.6922 
55.7317 
55.4516 
55.0188 
48.8504 
55.1169 
.6163 
.6175 
.5616 
.6841 
.2564 
.5586 
.5745 
.5796 
.3964 
.5431 
.0719 
.3762 
.8268 
.8268 
.8288 
.8231 
.9135 
.8287 
IX 
OTHERS 1 
0THERS2 
0THERS3 
FOODl 
F00D2 
F00D3 
41.8294 
41.7850 
41.8430 
41.9283 
41.9659 
41.9727 
55.5324 
55.3269 
55.0712 
54.4024 
53.9098 
54.9445 
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.6864 
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.6997 
.6055 
.5383 
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.5072 
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.8223 
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.8261 
Customer Satisfaction 
SATl 
SAT2 
SAT3 
7.5646 
7.5578 
7.5170 
2.4241 
2.6229 
2.8717 
.8444 
.8408 
.8008 
.7169 
.7108 
.6413 
.8627 
.8629 
.8978 
Trust 
TRUST 1 
TRUST2 
TRUSTS 
TRUST4 
TRUSTS 
15.1156 
15.0952 
15.1395 
15.1395 
15.4014 
6.6214 
6.2844 
6.2979 
6.3525 
6.9715 
.7032 
.7879 
.7540 
.6367 
.4564 
.6004 
.6950 
.6208 
.4201 
.2144 
.8074 
.7847 
.7925 
.8244 
.8743 
Commitment 
AFFCOMMl 
AFFC0MM2 
AFC0MM3 
AFFC0MM4 
CONCOMl 
C0NC0M2 
C0NC0M3 
C0NC0M4 
21.7313 
21.8537 
21.8912 
21.8503 
21.9116 
22.0884 
22.2823 
21.9388 
29.9173 
29.0468 
28.3635 
27.8069 
28.2993 
25.5894 
29.9849 
28.9109 
.6131 
.6632 
.7376 
.7006 
.6201 
.7688 
.4204 
.5125 
.6027 
.6868 
.7050 
.6526 
.5525 
.7026 
.2691 
.3342 
.8538 
.8484 
.8409 
.8431 
.8520 
.8337 
.8754 
.8651 
Shared Values 
SVl 
SV2 
SV3 
6.5884 
6.4388 
6.5986 
Longterm Expectations 
LONGEXPl 
L0NGEXP2 
L0NGEXP3 
L0NGEXP4 
10.6565 
10.9150 
10.5034 
10.5272 
Perceived Switching Cost 
SWITCH 1 
SWITCH2 
2.9966 
3.3912 
2.9256 
2.8751 
2.4390 
4.4652 
4.6241 
5.0358 
5.1716 
1.2799 
1.0035 
.6086 
.6713 
.4283 
.6992 
.6332 
.6867 
.6548 
.4198 
.4198 
.5432 
.5702 
.1917 
.5094 
.4186 
.5112 
.4520 
.1762 
.1762 
.5760 
.5169 
.8469 
.7746 
.8073 
.7827 
.7962 
Standardized 
item alpha= 
.5913 
Standardized 
item alpha= 
.5913 
Table lb: Reliability test Results for Attitudinal Variables of Passenger Car 
Industry 
Cronbach's 
Alpha 
0.932 
N 
315 
No. of 
Items 
44 
Item Total Statistics 
Scale Mean 
if Item 
Deleted 
Scale 
Variance if 
Item 
Deleted 
Corrected 
Item" 
Total 
Correlation 
Squared 
Multiple 
Correlation 
Cronbach's 
Alpha if 
Item 
Deleted 
Relationships Strength 
RSI 
RS2 
RS3 
RS4 
RS5 
14.1000 
14.1917 
14.2778 
14.2806 
14.1944 
10.6529 
11.5203 
13.0145 
12.4698 
12.0568 
.7253 
.7649 
.4228 
.6242 
.6475 
.6018 
.6368 
.1906 
.4403 
.4435 
.7677 
.7605 
.8564 
.7992 
.7922 
Product Quality 
PSQl 
PSQ2 
PSQ3 
PSQ4 
PSQ5 
14.7660 
14.8078 
14.8217 
14.6797 
14.4735 
17.2468 
18.0551 
18.0128 
18.5535 
14.3226 
.6968 
.6772 
.6429 
.6108 
.3265 
.6521 
.6647 
.5155 
.4765 
.1156 
.6500 
.6647 
.6707 
.6832 
.8792 
Service Quality 
SQl 
SQ2 
25.2618 
25.2841 
23.1435 
29.7906 
.1758 
.5687 
.1265 
.4475 
.7419 
.5490 
.Ml 
SQ3 
SQ4 
SQ5 
SQ6 
SQ7 
SQ8 
Customer Satis 
SATl 
SAT2 
SAT3 
Trust 
TRUST 1 
TRUST2 
TRUSTS 
TRUST4 
TRUST5 
Commitment 
AFFCOrvlMl 
AFFC0MM2 
AFC0MM3 
AFFC0MM4 
CONCOMl 
C0NC0M2 
C0NC0M3 
C0NC0M4 
25.2841 
25.3510 
25.2618 
25.2925 
25.2033 
25.3008 
faction 
7.5000 
7.6242 
7.7484 
14.8914 
14.8019 
14.7700 
14.8946 
15.1342 
21.7891 
21.6997 
21.5751 
21.5942 
22.0671 
22.1310 
21.9776 
21.8307 
29.4665 
30.4575 
31.3223 
29.7494 
27.7602 
31.5238 
2.3658 
8.1586 
8.6170 
6.3279 
6.3004 
6.1008 
6.0754 
6.7576 
25.1477 
24.4672 
23.8798 
23.8957 
24.0628 
23.3193 
23.4835 
24.3975 
.5921 
.4626 
.4151 
.5432 
.2617 
.3187 
.1987 
.3756 
.2185 
.5074 
.6491 
,6106 
.6253 
.3665 
.5212 
.5665 
.6245 
.5924 
.523 
.5878 
.5192 
.4675 
.4518 
.3006 
.2692 
.4370 
.1252 
.2633 
.0618 
.2449 
.2031 
.2958 
.4764 
.4605 
.4075 
.1531 
.4187 
.5133 
.6062 
.5414 
.4297 
.5017 
.3516 
.3013 
.5433 
.5657 
.5778 
.5508 
.6101 
.5907 
.6190 
.1187 
.2569 
.7435 
.692 
.7074 
.7025 
.7942 
.8087 
.8028 
.7951 
.7989 
.8083 
.7991 
.8099 
.8165 
.Mil 
Shared Values 
SVl 
SV2 
SV3 
6.1603 
6.0224 
5.9776 
Longterm Expectations 
LONGEXPl 
L0NGEXP2 
L0NGEXP3 
L0NGEXP4 
9.9650 
10.2611 
10.0382 
10.0828 
Perceived Switching Cost 
SWITCH 1 
SW1TCH2 
2.9777 
3.1847 
3.3247 
3.2503 
3.1667 
5.7592 
11.5801 
12.0624 
11.7503 
1.2807 
1.0712 
.6713 
.7427 
.6515 
.2555 
.4238 
.3899 
.4864 
.2927 
.2927 
.4744 
.5535 
.4372 
.0673 
.3050 
.3218 
.4500 
.0857 
.0857 
.7782 
.7106 
.8019 
.7321 
.3846 
.4133 
.3701 
Standardized 
item alpha = 
.4528 
Standardized 
item alpha = 
.4528 
APPENDIX 2A: 
MULTIPLE REGRESSION RESULTS FOR AIRLINE SECTOR 
DEPENDENT VARIABLE: RELATIONSHIP STRENGTH 
INDEPENDENT VARIABLES 
SERVICE QUALITY (FINAL SQ) 
SATISFACTION (FINALSAT) 
SHARED VALUES (FINAL SV) 
LONG T ERM EXPECTATION (FINAL LTE) 
PERCIEVED SWITCHING COST (FINAL SW) 
TRUST (FINAL TRU) 
AFFECTIVE COMMITMENT (AFF COMMR) 
CONTINUANCE COMMITMENT (CON COMMR) 
Model Summary 
Model 
1 
R 
.757a 
R Square 
.572 
Adjusted R 
Square 
.560 
Std. Error of 
the Estimate 
.000 
ANOVA 
Model 
1 Regression 
residual 
total 
Sum of 
Squares 
97.688 
72.966 
170.654 
df 
8 
284 
292 
Mean 
Square 
12.211 
.257 
F 
47.528 
Sig. 
.000 
.\\ 
Coefficients 
Model 
1 
(CONSTANT) 
FINAL SQ 
FINALSAT 
FINAL SV 
FINAL LTE 
FINAL SW 
FINAL TRU 
AFF COMMR 
CON COMMR 
Unstandardised 
Coefficients 
B 
5.661E-02 
.299 
.286 
.157 
5.712E-02 
7.991E-02 
1.006E-02 
7.058E-02 
1.447E-02 
Std error 
.202 
.062 
.068 
.064 
.052 
.070 
.044 
.053 
.043 
Standardised 
Coefficients 
Beta 
.309 
.249 
.134 
.058 
.074 
.012 
.076 
.017 
t 
.280 
4.847 
4.227 
2.437 
1.102 
1.145 
.231 
1.323 
.333 
Sig. 
.779 
.000 
.000 
.015 
.271 
.253 
.818 
.187 
.739 
APPENDIX 2B: 
MULTIPLE REGRESSION RESULTS FOR PASSENGER CAR 
INDUSTRY 
DEPENDENT VARIABLE : RELATIONSHIP STRENGTH 
INDEPENDENT VAFUABLES : 
PRODUCT QUALITY (FINAL PSQ) 
SERVICE QUALITY (FINAL SQ) 
SATISFACTION (FINALSAT) 
TRUST (FINAL TRU) 
SHARED VALUES (FINAL SV) 
LONG T ERM EXPECTATION (FINAL LTE) 
PERCIEVED SWITCHING COST (FINAL PSE) 
AFFECTIVE COMMITMENT (AFF COMMR) 
CONTINUANCE COMMITMENT (CON COMMR) 
Model Summary 
Model 
1 
R 
.765a 
Model Sum 
Squares 
R Square 
.585 
Adjusted 
Square 
.574 
ANOVA 
of df Mean 
Square 
F 
R Std. Error of 
the Estimate 
.5522 
Sig. 
.\M1 
1 Regression 
residual 
total 
148.065 
104.900 
252.965 
9 
306 
315 
16.452 
.305 
53.950 OOOa 
Coefficients 
Model 
1 (CONSTANT) 
FINAL PSQ 
FINAL SQ 
FINALS AT 
FINAL TRU 
FINAL SV 
FINAL LTE 
FINAL PSC 
AFF COMMR 
CONCOMMR 
Unstandardised 
Coefficients 
B 
-.559 
.203 
334 
.221 
.173 
-8.550E-02 
.158 
-3.120E-02 
.100 
7.460E-02 
Std error 
.201 
.033 
.056 
.042 
.064 
.046 
.056 
.042 
.047 
.041 
Standardised 
Coefficients 
Beta 
.242 
.272 
.211 
.135 
-.091 
.154 
-.033 
.099 
.076 
t 
-2.778 
6.101 
5.976 
5.252 
2.705 
-1.871 
2.829 
-.751 
2.154 
1.801 
Sig. 
.006 
.000 
.000 
.000 
.007 
.062 
.005 
.453 
.032 
.073 
XMll 
APPENDIX 3A 
QUESTIONNAIRE FOR THE AIRLINE INDUSTRY 
This study is part of a research work aimed at developing a research model for 
relationship strength. The data collected by means of these questionnaires will be 
used solely for the purpose of this study and treated as confidential. 
Part A 
Q Which is your most preferred airline service provider (Henceforth denoted as 
A. Jet Airways 
B. Indian Airlines 
C. Sahara Airlines 
Q. Which service provider did you use in your most recent flight? 
A. Jet Airways 
B. Indian Airlines 
C. Sahara Airlines 
Q. Which are the airline service providers you normally use ? 
A. Only Jet Airways 
B. Only Indian Airlines 
C Only Sahara airlines 
D. Jet Airways and Indian Airlines 
E. Jet Airways and Sahara Airlines 
F. Jet Airways, Indian Airlines and Sahara Airlines 
Q. How long have you been using services of X ? 
a. <6 months 
b 6 months-1 year 
c. 1-2 years 
d. 2-3 years 
e >3 years 
XIX 
Listed below are descriptive statements describing the performance of your most 
preferred service provider. Mark your response by marking the appropriate 
column on the scale next to each statementjSD Strongly Disagree; D Disagree; 
NA/ND Neither Agree nor Disagree; A Agree; SA Strongly Agree) 
Relationship Strength 
You like to sa\ positi\e tilings about X to other people 
You encourage friends/relati\es to do business witli X 
You like recommending X to others seeking your advice 
You find relationship with X \er\- close 
You consider X vour first choice to buv ser\ices 
SD D N A SA 
Service Quality 
Inflight seiA^'ices 
1 alwa\s recei\ e warm \\elcoine and assistance on board 
The cabin crew is courteous and efficient 
The cabin crew is responsi\ eness to your needs 
There is complete announcement clarity 
Interaction after service is satisfactorv' 
In-flight reading material is well selected 
Others 
- Toilets arc clean 
- Cabin is clean 
- Comfortable cabin temp/liumidit)-
Food 
Meals are appropriate (for time of day) 
Meal are of adequate quantity 
The laste of meals is sadsfactor\ 
XX 
Satisfaction 
I am liapp> about im decision to choose X 
I belie\ e 1 did the right tiling when I used the services of X 
Overall. 1 am satisfied with the decision to use -X 
Trust 
Companv acts with good intentions 
Companv is responsible 
Companv is reliable 
Companv is honest 
Companv "s serv ice professionals build 
social connection and help in increasing 
mv self esteem 
Relationship Commitment 
Affective Commitment 
With the companv 
1 feel like part of a family as customer of X 
1 feel emotionally attached to X 
X has a great deal of personal meaning for me 
1 feel a strong sense of identification with X 
Continuance Commitment 
It would be Verv hard for me to 
Switch awav from X right now even if 1 wanted to 
Mv life w ould be disrupted if I switched away from X 
It would be too costly for me to switch from X right now 
Right now. staving with X is as much a matter of necessity 
as It is of choice 
Shared Values 
I feel that in\ personal values are a good fit with tliose of tlie organisation 
The organization has the same values as I have with regard to fairness 
111 general mv values and the values held by my managers are very similar 
XNl 
Long term expectations 
I \vill continue to use services of X 
I feci a lifetime association with X 
I expect X to cnjo> a good reputation 
I will do more business with X in the next few years 
Perceived Switching Cost 
You will fa\our X even with slight price increase 
\'ou will fa\our .x even with slight reduction in quality of service 
PartB 
Please mark as applicable 
Gender 
A. Male 
B. Female 
Occupation 
A. Business 
B Service 
What is your frequency of travel in a year 
A Once 
B 2-5 
C. 6-10 
D. 10-20 
E >20 
Do you mostly travel in 
A Business class 
B. Economy class 
Your purpose of traveling is mostly 
A Business 
B Leisure 
C. Combining Business and leisure 
Are you member of any frequent flier program ? 
l.Yes 2. No 
If yes, hich company's 
A. Jet Airways 
B Indian Airlines 
C. Sahara Airlines 
XXIU 
APPENDIX 3B: 
QUESTIONNAIRE FOR THE PASSENGER CAR INDUSTRY 
This study is part of a research work aimed at developing a research model for 
relationship strength. The data collected by means of these questionnaires will be 
used solely for the purpose of this study and treated as confidential. 
Part A 
Q. Which is your most preferred corporate brand? 
A. Maruti 
B. Hyundai 
C Tata 
Q. The car that you own belongs to which company(Hence denoted as X)? 
A. Maruti 
B. Hyundai 
C. Tata 
Q. How long have you been using the product and services of X ? 
a. < 6 months 
b. 6 months-1 year 
c. 1-2 years 
d. > 3 years 
Q. Do you always get servicing done through an authorized service center of 
X? 
A Yes 
BNo 
Listed below are descriptive statements describing the performance of your most 
preferred service provider. Mark your response by marking the appropriate 
column on the scale next to each statement (SD Strongly Disagree; D Disagree; 
NA/ND Neither Agree nor Disagree; A Agree; SA Strongly Agree) 
Relationship Strength 
You like to siiy posith e things about X to other people 
You encourage friends/relati\es to do business with X 
You like recommending X to others seeking your advice 
You find relationship vvitli X very close 
You consider X vour first choice to buv services 
SD D N A SA 
1 
X.N1\ 
Product and Service Quality 
Product Quality 
I have b()U"ht for the product attributes Hke 
-Comfort 
-Safet\ 
-Looks 
-Teclinicall\ superior 
-Fuel efficient 
Service Quality 
- Sen ice Ad\ isor promptly listens to your ser\ ice needs 
- Sen ice Ad\ isor is helpful in listening to your ser\ ice needs 
- Scr\ ice ad\ isor understands specific problems of your vehicle 
- It IS eas> getting appointment for sen ice/repair 
- Staff is Courteous in ser\ing you 
- Excellent Ability to fix the problem of your car 
- Good A\ailability of spare parts for ser\ice 
- Timely deli\cr> of vehicle 
Satisfaction 
1 am happ\ about my decision to choose X 
I belie\e 1 did the right tiling when 1 used the services of X 
0\ erall. I am siitisfied with the decision to use -X 
Trust 
Companv acts w ith good intentions 
Compam is responsible 
Company is reliable 
Compam is lioncst 
Company's serv ice professionals build 
social comiection and help in increasing my self esteem 
XXV 
Relationship Commitment 
Affective Commitment 
Witli the company 
I feel like part of a family as customer of X 
I feel emotionalh attached to X 
X lias a great deal of personal meaning for me 
1 feel a strong sense of identification with X 
Continuance Commitment 
It would be very hard for me to 
Switch a\\a\ from X right now e\en if I wanted to 
M\ life would be disrupted if I switched awa> from X 
It w ould be too costly for me to sw itch from X right now 
Right now. sta\ ing with X is as much a matter of necessity 
as it is of choice 
Shared Values 
I feel that nn personal values are a good fit with those 
of the organisation 
The organization has the same \alues as I ha\e with 
regard to fairness 
In general. ni> \ alues imd the \alues held by my 
managers arc \ cr> similar 
Long term expectations 
1 will continue to use services of X 
I feci a lifetime association with X 
I expect X 10 enJo> a good reputation 
1 will do more business with X in the next few years 
Perceived Switching Cost 
You will fa\our X even with slight price increase 
You will favour x even with slight reduction in 
quality of ser\ ice 
Parts 
Please mark as applicable 
Q. What is your gender 
A Male 
B Female 
Q. What is your Occupation 
A. Business 
B. Service 
Q. What is your monthly salary ? 
A. <10,000 
B 10-15000 
C. 15-25000 
D. >25000 
Q. What is your average mileage per week? 
A. < 50 kms 
B. 50-100 kms 
C. 100-200 kms 
D. 200-500 kms 
E. >500kms 
Q. How many cars do you have? 
A One 
B Two 
C. More than Two 
Q. If more than one, are all cars from the same company as X ? 
A. Yes 
B No 
XXVll 
For the entire data set on the passenger car industry ,seven have emerged significant 
which are service quahty, product quahty, satisfaction, trust, commitment, long term 
expectations and shared values (with a negative sign)(relative order of importance). 
Furthermore to test for Multicollinearity, Variance Inflation factor (VIF) is analyzed. If 
the variance inflation factor is upto 10, multicollinearity is not significant In our 
sample, for none of the above selected variables, VIF was greater than 10. this confirms 
the absence of multicollinearity. 
Table 4.38: Standardized Beta Coefficients for the Passenger Car Industry 
Name of variable 
Product quality 
Service quality 
Satisfaction 
Trust 
Commitment 
Shared values 
Long term expectations 
Standardised Beta Coefficients 
.242 
.270 
.214 
.144 
.131 
-.084 
.156 
Figure 4.11: Significant independent variables for passenger car industry 
(Standardized Beta Coefficients) 
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